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DIRECT MAIL COMES OF AGE WITH ELECTRONICS 























ULE 
PONTON'S 'SELECTRONICS' 


Your key to modern sales coverage is an Electronically 
Selected Mailing List. Accurate up to the minute 
selection from over 115,000,000 names! 


The magic of electronics is the only answer to keeping 


abreast of the 30% change in business which takes 
place yearly 


This is why PONTON, as a leader in Compiled Mailing 
Lists, installed the Electronic Method... to save you time 

money and, guarantee you an efficient way to 
keep informed of business changes rating changes 


relocations of businesses and new ventures in bus- 
iness which occur daily 





PONTON has over 12,000 alphabetically classified lists 
at your disposal trades professions 


. vocations 
home owners income levels 


and many other 
lists too numerous to mention 
in their catalog “at 0 Ciadles.-. 


PONTON “‘SELECTRONICS” is electronic craftsmanship 
in the direct mail field, created to serve YOU most 


COMPLETELY ! 
THE PONTON LIST IS THE ELECTRONIC LIST AUTHORI- 
TATIVE ACCURATE CODED TO ELIMINATE HUMAN 
ERROR! 

Send for your copy of the 


2 
PONTON CATALOG ( kit trades. 


the bible of DIRECT MAIL SELLING! / 
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W.S. PONTON, INC. 
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44 HONECK STREET a wil nent ne ; 
ENGLEWOOD. N. J Urray Hi 53 1 
Phone: LOwell 9-5200 é , Sankes 








Here’s W you get a better 
envelope at a lower price: 


Without sacrificing quality, US.E. effects three big savings in the manu- 


facture of envelopes V-FLAP style. 


. Time is saved. V-FLAPS are made on special machines, directly from 


h 


a roll of paper at three times normal speed. 


. Operations are eliminated — no separate die-cutting is needed. 


. Stock is saved — the waste stock is about one-ninth that entailed in 


the die-cutting of envelope blanks. The young lady at the left holds 
in her right hand the waste stock involved in a single sheet from which 
eight envelope blanks have been die cut. In her left hand she holds 


the “waste” involved in the manufacture of eight V-FLAP envelopes 


Style: The distinctive diagonal seams and pointed flap have long been associated with 
premium-priced executive correspondence envelopes. Now you can have this “Executive 
Look” in Commercial, Official and Postage Saver styles in V-FLAP at truly attractive prices. 


Printing: Your printers will be able to turn out top quality press work without trouble 
because 1) the paper is bright-white wove of the finest quality with a clean, clear surface 
that takes — and makes — a good impression; 2) the envelopes are uniformly accurate 
with close, square corners and perfect seams, and gummed flap that is flat and hugs the 


the U.S.E. surface. 

Quality Guarantee “ en oe ae 

. t ty: ] ~us ‘rs are protectec / > a ».5. 

in each box uaranteeé Qua ay doe an Sn Customers are pr tecte y the ibera 
guarantee of uniformly high quality. 


UNITED STATES 
Ask your envelope supplier for prices and ENVELOPE company 


samples — and your copy of “THE V-FLAP ¢. Springfield 2, Massachusetts 


STORY”. . . or write Advertising and Sales 15 Divisi 
; ivisions from st t t 
Promotion Department, Springfield 2, Mass. ions from Coast to Coas 





Hawthorne Paper announces 


a revolutionary new 


DIRECT 


mill-to-printer prices! 


DIRECT 


mill-to-printer delivery! 


paper sales policy 


HAW THORNE FINE PAPERS are now being 
made available to printers throughout the United 


States on a direct-mill basis. 


This direct sales policy is designed to extend the 
full economy of modern paper production techniques 
to you—the printer. Double freight, double warehous- 
ing, and double sales expenses are eliminated. 

OVERNIGHT SERVICE. Orders received from 
major points within 400 miles of Kalamazoo are on 
your dock the next morning...treight prepaid. 

OVER 900 STOCK ITEMS TO CHOOSE 
FROM. In addition to the speed and economy of the 
Hawthorne direct-mill sales program, you enjoy a far 


wider selection of fine papers. Hawthorne stocks in- 


clude 32 mill-brand and watermarked papers in a full 
range of colors and finishes. You can specify the exact 


paper for the job...and be sure of the finest quality. 


MAKING ORDERS. Hawthorne's 46-year ex- 
perience in creating specification papers is now easier 
for you to use. A phone call puts you in direct contact 
with Hawthorne paper chemists. It’s the fastest and 
most accurate way to get cotton-content or sulphite 


papers for specific printing applications. 


Test the economy and effectiveness of this ¥ 
revolutionary sales program. Write for direct- 
mill price lists and samples of Hawthorne fine 
papers today. 


"A carton ora carload... 


. ‘a ” 
direct to you from Kalamazoo. 


The Hawthorne lines include the 

following cotton content and sulphite papers: 
BONDS « LEDGERS « INDEX « BRISTOLS 

COVER STOCKS « DUPLICATOR « MIMEOGRAPH 
EMBOSSED « HIGH WET STRENGTH 

OFFSET + and TEXT PAPERS 


HAWTHORNE 


SALES CO. 
MICH. 


PAPER 
KALAMAZOO, 


Sales subsidiary of 
Hawthorne Paper Co. 


Manufacturers of Quality Fine Papers since 1911 
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A thought or two for all mailers pisy.ng list tag 
“morkeis in motion’ 


Ever Bump into A YAMSITY ? 


sually one of those forgotten fellow 
lege or r days. Eight years late 
aiking down Madison Avenue when he 
by the arm. Whether you like it 
re aught in the long-time 
Casually ask him “What hove you t r 
and half on hour loter you're stil 
> porade of the business, house 
kids he’s acquired since the 
Dix, or maybe it was Dort 
st e's 11 YAMSITY, whose moftt 
1 Asked Me I'm Telling You!” He te 


sht nd tells you, and tells 


You Asked For it 
any years I’ve been in this thing 
business most of my direct 
known very well whot I've 
tackling a lot of morket 
ve rarely hod to show ‘err 
»s. But ever since | hung 
son Corp. shingle a year or so ag 
ittor od by a bevy f others w* 
have you been doing, Bill?” Six 

+ 


here's wt 


“1.B.M.” 
e a lot of Mike Wallace 
sotisfied with th 
ndering wag at the 
me BLM yu 
“I've Been Miss 
» As od pi YAMSITY here 
it the IBM abbre otion for every 


Generally: 

I three-letter answer means I’ve Been 
Morketing t means I've Been Mobilizing 
tre: miined, selective list system which can put 
ts nger nm all types f markets in motion 
ve Been Microscoping and I've Been Measur 
ng to find, define and refine these mor 
kets with pinpointed precision. How? Easy: I've 
Beer nitoring miracle machines mace by 
that initicied inst tute whose pres‘cent h 
the Y) nome mine (n relation ever 


my best tc Tt nk And 


Specifically : 
Metriculating at IBM School 
Y where | learned many in 
f what IBM equipment can and can’t 
sct mail. Since then, I've Been Min 
hocus pocus about what's under 
an IBM machine. Frankly, I’ve left 
the wires and widgets of electronic interpreter 
to M.1.T. grads while I've Been Maxim zing 
nterprative market ideas possible through ther 
techr 31 talents 
I've Been Mechcn'z ng along these lines, in 
talling the latest Punching, Sorting, Tabulot 
ng and Addressing equipment. With it, I’ve 
Been sing a flexible file of all 286,68) 
Rated ustriol Firms compiled from the 
best possible directory sources. I've Been Mat 
this far-reaching roster with complete 
jard industrial Classification information 
3 this government system of classifying and 
11 businesses, I've Been Matching 
each firm and its rating to its S.1.C. number 
I’ve Been Making all or any segment of this 
list available for rental or sale on tat 
sheets, labels, envelopes, duplicate IBM cards 
r any other format except dollar bills. Mean 
while, I've Been Marking publishers own lists 
with needed SIC rating information which 
lets them keep tabs on markets in motion 
right from their own list files. And, I’ve Been 
Mining 2,000 New Industrial Plant names bi 
monthly to keep the whole operation updated 
List users who have been port of this activity 
say I’ve Been Meliorating their mailing results 
Maybe it’s because I’ve m Musing so many 
new morket possibilities for many types of 
mailers. So for the next few months in this 
corner !I‘d like to tell you about a few 
| won't give you any magic market formulas 
or tell you how to get fabulous mailing results 
from the moon, via Sputnik. But | will tell you 
some of the down-to-earth things that ore hap 
pening with Electron$IC Seiection. And who 
knows, maybe a thought or two will steer you 
toward Indexed Better Markets from W 
Watson Corporation, 23 Hanse Avenue, Free- 
port, N. Y. FReeport 9-8312. @ 





What is a 
Customers’ List Broker? 


1. A customers’ list broker is the broker who would rather 
lose the order than see a client make a wrong list selection. 


2. It is the broker who continually combs the market for lists 
to fit the client’s products and fields of interest. 


3. The broker who has had experience on both sides of the 
desk — and understands the list problems and needs of the 


client. 


4. The broker who isn’t finished once the order is placed — 
but follows through until it is delivered. 


5. The broker who knows-by-doing testing, production and 
mailing operations — and freely passes on this knowledge 


when requested. 


6. The broker whose client is King — and who runs the busi- 
ness to fit the client’s schedule, not the broker’s. 


7. The broker who gives the buyer of small quantities the 


same service he does the buyer of millions. 


If you are looking for a broker who will treat your list 
requirements with competence and professional under- 
standing, call the CUSTOMERS’ list broker — MU 7-4158. 


PLANNED CIRCULATION « 19 WEST 44 « N.Y. 36, N.Y. 


MARY BERTHA MCGUIRE, Owner 





We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y, 


[) TIME, INC. IS TRYING something 
new. If you've been flying Capital during 
last 3 months you’ve probably noticed a 
Time ad on your ticket envelope. Time 
has bought the space on the inside flap, 
in the form of an airmail reply “card”. 
It's doing surprisingly well, but so far 
looks expensive compared to usual direct 
mail. More important though, Time is 








any 








reaching middle executives who are tough 
to find among regular business lists. Also 
surprising is that the light weight airmail 
business reply is arriving in Time offices 
in good shape. Interesting technique. It'll 
pay you to search for “unorthodox” 
routes to your markets 


IF YOU WRITE FOR A NEW 
BOOKLET titled “How To Get More 
For Your Direct Mail Dollar,” you'll see 
why its creator is more than justified in 
Dickie-Ray- 


convention 


saying “There's only one 
mond.” In our September 
issue, we published an advance excerpt 
from the booklet by Leonard J. Raymond 
Now, you should read the complete story 

. why direct mail should receive pro- 
fessional handling it deserves, and how 
outside counsel and creative service can 
improve results per dollar spent. D-R’s 
illustrated 28-page publication is divided 
into two parts . showing how direct 
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mail as a medium can answer a wide 
range of problems, and describing spe- 
cial services offered by D-R. As the story 
of Dickie-Raymond, it’s a master’s touch 
of booklet creation from cover to cover. 
Write to D-R at 470 Atlantic Ave.. Bos- 
ton 10, Mass. and ask them to send you 
a copy. 

— 

e@ee 


JAPANESE POETS are famous for 
putting real long titles over their works: 
but a humorous booklet from Business 
Week magazine has probably set a rec- 
ord. It’s titled: “Box 1475, Charlotte 1, 
N. C., Or How Subscriber Howard Snow 
Did Single-Handedly Subdue the United 
States Post Office, The New York Central 
System, The Southern Railway System. 
and the Executive Assistant to the Vice 
President in Charge of Manufacturing of 
the McGraw-Hill Publishing Co., Inc.” 
The entire booklet consists of letters to 
and from Business Week subscriber Snow, 
“whose persistent nagging of our Circula- 
tion Dept. constitutes subscriber loyalty 
above and beyond the call of duty.” We 
won't spoil the fun by telling you what 
it’s all about. If you want a good laugh, 
write Business Week at 330 W. 42nd St.. 
New York, N. Y. and ask for a copy 


eee 
[) LOOKS LIKE THE THREAT of re- 
quired zoning for Third Class bulk mail 
has vanished. Powers that be in the Post 
Office Department faced the reality that 
zoning would be impractical until zoning 
nationally is better established. It’s nearly 
impossible for list owners to keep up with 
changing zones in many cities. Walter 
Berkowitz of Tension Envelope Corp 
comes up with a suggestion which seems 
sound. Let the Post Office Department 
induce the telephone companies to include 
zone number in all directory addresses. 
Then everyone would have an up-to-date 
schedule. The changeover on addressing 
plates would thereafter be a natural evo- 
lution. Worth working for. There is no 
question about it zoning speeds up 
delivery of the mail. If everyone co- 


" “te 
wale. 
Advertising by assault is against 
the law...and furthermore, it's 
dangerous. But if the selling method 
is ingenious, inspired, inimitable . . . 
it’s probably by KGA. We don't 
have to twist any arms to get our 
mailing pieces read. We do it more 
subtly, more pleasantly, and with 
more positive results. Our direct 
mail campaigns have achieved, for 
instance, a sellout sale of a new 
zipper product for one client; a 17% 
increase in hotel room bookings for 
a prominent hotel chain; the broad- 


ening of buying markets for a 


forward-looking furniture manufac- 
turer; a considerable increase in 
spot time sales for a TV network. 
When we take on a direct mail 
job, we never promise this kind of 
result. But our past performance 
pretty well guarantees it! Are you 
interested in dramatic direct mail 
achievements for 

your business? Then 

phone us. Do it today. 


KGA INC. A SALES PROMOTION SERVICE AT 
10 EAST 49TH STREET, ELDORADO 5-1530 











A GREAT 
MEANS OF 
COMMUNICATION 








SMOKE SIGNALS 


Smoke signals enabled the American Indian to send messages 
and receive replies. Today, it takes more than rings of smoke 
to get replies. 

Reply-O-Letter speaks the language of direct mail success. It 
shoots ideas at your markets straight-as-an-arrow—and comes 
back with a 30% to 40% greater return. 

And Reply-O-Letter, with its built-in reply card, is more 
economical than processed letters or multigraphed, filled-in 
letters . . . costs a bare 10% more in the mail than a printed 
letter. Signed, sealed and delivered, Reply-O-Letter outper- 
forms them all. 

Part and parcel of our complete direct mail package is a 
creative team of writers and artists who interpret your ideas 
into power-packed direct mail. There is no charge for this 
help. But naturally, it can be offered only to those who can 
use direct mail in reasonable quantities. 

Our free new booklet, “The 3 R’s of 

Direct Mail” points the way. Write for 

it today. 


REPLY-O-LETTER 


7 Central Park West 
New York 23, New York 


SALES OFFICES: BOSTON « CHICAGO ¢ CLEVELAND ¢ DETROIT ¢ TORONTO 


operates in zoning as many addresses as 
possible . tough regulations won't be 


necessary 


THERE HAS BEEN MUCH CON.- 
TROVERSY over the subject of Christ- 
mas gifts. That is, commercial Christmas 
gifts. Sometime ago The Reporter pub- 
lished an article about substituting charity 
donations instead of commercial Christ- 
mas gifts. We were criticized in certain 
quarters for hurting the gift or specialty 
advertising business. Our article was not 
intended to do that. We were simply 
giving a detailed case history of the ex- 
periences of one company. We are now 
glad to recommend a 12-page, 4” x 9” 
pamphlet recently issued by the Advertis- 
ing Specialty National Association, 1145 
19th St.. N.W.,. Washington 6, D. C 
Write to Ralph Thomas, executive direc- 
tor of the association, and ask for a copy 
of the pamphlet titled: “Santa Claus in 
Business Is He There to Stay"? We 
think Mr. Thomas and his associates have 
handled a difficult problem in a most 
diplomatic fashion. The association rec- 
ognizes that there has been considerable 
controversy and that there have been 
charges that Christmas giving has been 
getting out of hand that it has been 
turning beautiful tradition into crass com- 
mercialism. The pamphlet attempts to 
give both sides of the controversy. The 
charges against gifts and the arguments 
in favor of the discreet handling of Christ- 
mas giving. We think all Reporter read- 
ers should be interested in hearing the 
story of the Advertising Specialty Na- 
tional Association. We, therefore, recom- 
mend a reading of their very intelligent 
and documented pamphlet 


THE LITHOGRAPHERS NA- 
TIONAL ASSN. is expanding its services 
to lithographic management. Under new 
executive director Oscar Whitehouse (who 
recently succeeded W. Floyd Maxwell, 
retiring after 24 years service) the asso- 
ciation is enlarging its industry-wide and 
member service program. LNA also plans 
a gradual shift of its main headquarters 
to Washington, D. C., retaining present 
New York headquarters at 381 4th Ave. 
as Eastern office, under the management 
of Herbert L. Morse (LNA promotion 
director). LNA’s western office will re- 
main at 127 N. Dearborn St., Chicago, 
under the direction of Gordon C. Hall. 


eed 


] LIGHTNING - QUICK LETTER 
DEPT.: The following self-promotion let- 


THE REPORTER 





ter from Herbert S. Benjamin Associates 
(advertising), 234 Main St., Baton Rouge, 
La.. is quoted in its entirety ‘Dear 
Friend: Mark Twain once said, “The dif- 
ference between the right word and the 
almost right word is the difference be 
tween lightning and the lizhtning bug 
Can we help your advertising messages 
to strike with lightning force, where they 
will do the most good for your sales pro 
gram? Sincerely yours We don't 


know, can you? 


DO YOU USE ADDRESSOGRAPH 
PLATES? If you do, you can get a free 
trial of the new rolled Quik-Kards, manu- 
factured by Addressing Machine Co. of 
California, 667 Mission St., San Fran 
cisco, Calif. Quik-Kards are paper index 
cards for insertion into Addressograph 


plate frames. They now come in rolled 


continuous, perforated form, like theatre 
tickets (1,000 per roll). Simple roll hold- 
ers and gauges are furnished for easy 
manual feeding of Quik-Kards into all 
metal-plate addressing machines. Auto- 
matic feeding attachment ts available for 
large quantity users. The California 
manufacturer will send you a free trial 
of the cards if you send them a card 


youre now using, to show size required 


e@ee 


HEAVY INDUSTRIAL CRANES, 
with many complex components, are hard 
to picture. But Manning, Maxwell & 
Moore, Inc., Muskegon, Wisc., has come 
up with a novel catalog which makes 
specifying and selecting industrial cranes 
easy. The smartly illustrated piece uses a 
split-page technique to show many differ- 
ent applications. Top half of the split 
page shows load capacity needed, bottom 
half shows span required. When paces 
are turned, the proper crane is matched 
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neenah says... 
your ideas 

are worth 

more than the 
paper they are 
written on... 





After all, Neenah’s finest cotton fiber 
bond costs less than a penny a letterhead. 
Make your valuable ideas appear even 
more valuable with a modest investment 
in your business letterheads. 


You can help create a 
letterhead that helps your 
company succeed. The 
first step is to ask your 
printer for a free copy of 
the second series of ““The 
Right Letterhead for You.” 


. 


Ce ventth, 


F\AL BUSINESS PAPERS 


TN‘ S\WCE 1873 


neenah paper company 


A DIVISION OF KIMBERLY-CLARK CORPORATION 


neenah, wisconsin 





Y Watch your 
Sales Develop 
with SellVelopes 


full color 
illustration 
on your 
mailing 
envelope 


. . and you can 
follow through 
with full color 
letterheads at 
this startling 
low combination 
price... 


Letterheads 
100m { Envelopes 


only 16.85 
per M FOR BOTH 


Send for FREE 
samples and details 


COLORTONE PRESS 


2412-24 7th St, NW, Wash. 9. DC 


NAME 
RM 


STREET 


“CTY & STATE 











QSo1rortTrone 
2412-24 17th St.. N.W | 


Washington 9, D. C. 





to individual requirements. Advertising 
manager R. S. Copley tells us the new 
format—is a cataloging first in the crane 


industry — 


eee 


“FORTUNATELY—WE BOUGHT 
FORTUNE” is the headline on a clever 
cover letter from William J. Watson, 
president of Wm. J. Keller, Inc., Buffalo 
N. Y. printers (33 Clarence St.). Accom- 
panying a new type specimen book, the 
letter was a running account of how 
Bauer Alphabets’ sales manager sold Kel 
ler the new type face, Fortune. Sample 
copy: “Dynamic and enthusiastic as usual, 
Bauer's sales manager, Vince Giannone, 
crossed his slim, Brooks-Brothers-clad 
lees as he got into the burden of his 
(Ad tear sheets, brochure 
covers and specimen pages were passing 
from hand to hand as rapidly as the mus- 
tard jar at a volunteer fireman's bar- 


presentation 


becue).’ — 
“ee 


“TOGETHERNESS”, that 
unity slogan made famous by McCall's 


family 


magazine, really gets around. When Pres- 
ident Eisenhower vacationed at Newport, 
the Newport News carried a full-page ad 
co-sponsored by McCall's and The Bos 
ton Store. It pictured Ike and Mamie 
under the headline: “Newport Welcomes 
The President & The First Lady In The 
The Newport de- 
partment store mailed reprints of the ad 


Spirit of Togetherness”. 


to customers, with a cover letter explain- 
ing it was “our way of expressing the 
Togetherness all residents of Newport felt 
in welcoming this great American and his 
wife to our historic area.” 


e@e 


A PINK PILL & UNUSUAL TYP- 
ING LAYOUT made a simple but effec 
tive promotion letter from Publicity As- 
109 Sycamore St., Evans- 

To the right of the pink 
pill (attached to a monarch-size sheet) 
a short-width paragraph of copy began 

This pill is not a cure for distress result- 


sociates, Inc 


ville 8, Indiana 


ing from such disorders as sales slump, 
puny profits, and lack of customers. There 
is a cure, which we prescribe—Mail ad 
vertising.” A full-width paragraph telling 
what PA does, followed by another short- 
width bit of closing-copy completed the 
sales message. Unusual typewriting layout 
and the touch of pink from the pill (sur- 
rounded by plenty of white space) really 
made the copy stand out 


eee 
JOHN PLAIN & COMPANY, the 
world’s largest wholesale mail order dis 
tributor of gifts, houseware, etc., is pro 
moting merchandising incentives for busi- 
ness. The Chicago mail order giant has 


THE REPORTER 


Contrary to 


popular belief - 


ANYBODY 
CAN WRITE 
DIRECT MAIL 


ca 


Wms 


But selling by mail is 
something entirely 
different. When you're after 
inquiries, orders, a tangible 
result of any kind, you'll 
find it more profitable, 
more satisfactory, actually 
less expensive to use a 
specialist. The Buckley 
Organization, for instance, 
has had 36 years of 
experience developing the 
kind of sales messages that 
get read, believed, acted 


upon. May we talk? 


Phone Rittenhouse 6- 


THE 
BUCKLEY ORGANIZATION 


Philadelphia National Bank Building 


Philadelphia 7, Pennsylvania 



































SUPERTUFF is extremely tough. . . takes halftones 
beautifully and creates a quality impression 
letterpress or offset 4-color process, high gloss 
and metallic inks, varnish, lacquers and lamination. 


see next page 


Sie other uses 


THIS INSERT IS PRINTED ON 10 PT. SUF=RTUFF 














z 1 
pi " VERSATILITY 
ps 


lends itself to many uses 

















WRITE for portfolio containing 
samples of annual report covers and other 


attractive pieces printed on Supertuff. 


the APPLETON COATED 
50* your PAPER COMPANY 


1250 NO. MEADE ST., APPLETON, WISCONSIN 


THIS INSERT IS PRINTED ON 10 PT. SUPERTUFF 





just published a 32-page color booklet 
titled “How To Increase Sales, Boost 
Morale, Promote Goodwill” which 
discusses 26 ways businessmen can use 
merchandise incentives. The 11” x 14” 
publication tells methods used for plan- 
ning a premium or incentive campaign 
around the 14,000 brand items carried by 
Plain. You can get a copy by writing to 
them at 444 W. Washington St., Chicago 
6, Ill 


HERE’S A GOOD IDEA .. . that 
can't be repeated. This black envelope 
was designed for Milt Gorbulew of Mod- 
ern Photography for a 750,000 mailing 
by Gratian Meyer, General Office Ser- 
vice, Washington, D. (¢ Really very 


handsome . all black except red-bor- 
dered white patch in upper left. Post 
Office says nix to this since postal em- 
ployees can't write on black unless 
of course we can talk Arthur S. into 
distributing a half million white ball 
point pens 


eee 


THOUSANDS OF PRINTING 
BUYERS in the New York area have re- 
ceived invitations to submit entries in 
the 16th Exhibition of Printing, sponsored 
by the New York Employing Printers 
Assn. The exhibition, a feature of Print- 
ing Week in New York, will be held in 
the Hotel Commodore, New York from 
Jan. 13 to 16. A ten-member board of 
judges will select best submitted speci- 
mens of advertising printing, books, sta- 
tionery, business forms and other classi- 
fications for hanging during the 4-day 
exhibition. Last year’s show included al- 
most a thousand specimens 


— 
ade 


} THE NATIONAL INDUSTRIAL 
ADVERTISERS ASSN. now has a full- 
time public relations counsel . Ket- 
chum, MacLeod & Grove, Inc. The 
agency was appointed p.r. representa- 
tives in the association’s program to im- 
prove its entire communication set up 
Because of rapid changes in industrial 
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Machine-tying 


to 


beats hand-tying 


says Louis A. Weicker, Executive Vice-President, 
Commerce Clearing House, Inc., Chicago, Illinois 


“One of the key operations in this business, coming at the time 
when train schedules must be met, is bundling and tying our tax 
and business law Reports,” says Mr. Weicker. “Every day thousands 
of loose leaf Reports on new tax and business law developments 
must be assembled and tied into bundles to meet post office require- 
ments and help get them to our subscribers quickly 

“Bunn Package Tying Machines save us time . . . by tying these 
thousands of Reports ten times faster than hand tying.” 


Here’s how Bunn Tying Machines can save you time and money: 


Faster tying: In most cases, a wrap and tie can be made in 1% sec- 
onds or less. Each wrap of the twine is tension-controlled . . . can’t 
cut into envelope or packages. 


Automatic adjustment: Whether it’s 5 or 50 envelopes ... or 500... 
each wrap is made in the same speedy time . . . without manual 


changes. 


Slip-proof knot: Postmasters everywhere approve the exclusive Bunn 
wrap and knot... can’t come undone even with rough handling 


Simple operation: Inexperienced operators become experts in a very 
few minutes. Operation is fatigue-less and completely safe 


GET THE 
WHOLE STORY 


Send today for 
this fact-pocked 
booklet, which 
illustrates the 
many advantages 
of Bunn Tying 
Machines. 

Or let a Bunn 
Tying Engineer 
show you. 

No obligation. 


PACKAGE 
TYING 
MACHINES 
Since 1907 


B.H.BUNNCO., 7605 Vincennes Ave., Dept. RD-117, Chicago 20, Hil 
Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., Dept. RD-117, 
7605 Vincennes Ave., Chicago 20, Ill. 


[) Please send me a copy of your free booklet. 
C) Please have a Bunn Tying Engineer contact me. 


Name 
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City Zone State 





UPPER INCOME 
PROSPECTS 


100,000 department store ex- 
ecutives: presidents, vice presi- 
dents, general managers, mer- 
chandise managers, buyers. 


20,000 Manufacturing Execu- 
tives in the women’s wear, 
men’s wear, children’s wear, 
footwear and home furnishings 
fields. 


These are fresh new lists, for- 
merly used with great suc- 
cess in a limited field. They 
are now being offered for 


wider use for the first time 


Fairchild executive lists are 
guaranteed accurate, ad- 
dressed with individual 
available by fi- 
nancial rating of retail store. 


names 


These lists have been care- 
fully compiled and are rig- 
idly maintained. They are 
the best retail lists available 
anywhere. 


Channel your direct mail to 
top echelon people with abil- 
ity and authority to buy. 


For further information or 
a copy of the Fairchild Mail- 
ing List Catalog, call or 
write: 


MAILING LIST DIVISION 
FAIRCHILD PUBLICATIONS 


7 East 12th St. 
New York 3, N. Y. 


ALgonquin 5-5252 


marketing, present NIAA headquarters is 
not large enough to handle expanded spe- 
cialized activity. A. R. Teifeld, NIAA 
vice-president and director of advertising 
and public relations for Copperweld Steel 
Co. said K, M & G's major objective will 
be to stress the importance of the capital 
goods market and the men who are re- 
sponsible for selling capital goods through 
advertising. The association account will 
be serviced through Ketchum, MacLeod 
& Grove’s New York office at 155 E 
44th St —— 


eee 


HERE’S A PUBLICITY PIPELINE 
for firms selling to consumers. James E 
Howard of Business News Bureau, 618 
Mission St., San Francisco 5, Calif. cre 
ates a newspaper column titled “It's New 
For You” 
Mass. papers. He's looking for new 


appearing in Calif. and 


sources of printed matter which is free 
to anyone who asks for it Requirements 
are that there must be ample supply of 
literature to answer requests (example 
recent booklet on pattern alterations 
pulled 2,243 requests), it must offer gen- 
uine value to consumers, and be devoid 
of a preponderance of advertising pitch 
You can write Howard at the above ad- 
dress if you've got something worthwhile 
for mass distribution 
— 


IF YOU HAVE NOT SEEN IT... 
and want to admire a beautiful piece of 
printing and an intelligent presentation of 
corporate facts get hold of the June 
30, 1957, Annual Report of Harris-Inter- 
type Corp., Cleveland, Ohio. First re- 
port since the merger of Harris-Seybold 
and Intertype Corporation Printing 
equipment manufacturing has become a 
mammoth business 


eee 


ON AND AFTER AUGUST 1, 1959, 
the Post Office Department plans to pro- 
hibit envelopes smaller than 234” x 4” 
from the mails. This ban now applies to 
United States International Mail. Accord- 
ing to PMG Summerfield, the new 354” 
x 642” stamped envelope will be intro- 
duced shortly. This envelope is the same 
size as one of the most popular un- 
stamped envelopes. It is claimed the new 
envelope fits sorting machines being de- 
veloped for future use 


eed 


THOSE FOLKS AT STATION WTVH 
at Peoria, Illinois, are still grinding out 
some of the best promotional mailings in 
the television field. Each mailing, as pre- 
viously praised in The Reporter, is a 
delightful experience in tasteful humor 
Latest mailing originated from Thistle, 
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G01 madison ave. 


new york 22, Nn.y. 


A PERIOD of 24 hours is all we 
need to print and mail 10,000 
newsletters. But when you're in 
a hurry . . . we print ond mail 
these 10,000 newsletters the 
same day we receive copy! 


If you require speedy service for 
a news bulletin . . . for a special 
report . . . a multigraphed and 
filled-in letter . . . or a booklet— 
Mailograph can move quickly for 
you. Try us! 


MAILOGRAPH CO., INC. 
39 Water St., New York 4 


“Successful Direct Mail 
Production Since 1920.” 


BOwling Green 9-7777. 








when it must 
convey 


it should be on 


Atlantic Bond! 
ff 


Because first impressions are so lasting, it’s good business to use a paper 
that impresses prospects on sight with the importance of your message. 
That’s why so many leaders in industry look to ATLANTIC BOND. 


ATLANTIC BOND, the genuinely watermarked +1 Sulphite Bond, com- 
mands attention because it looks important, feels important, is impor- 
tant. It’s first in its field for sales because it’s first in 

performance. Impressions “take” better . . . look sharper, 

clearer. And ATLANTIC BOND is moisture-controlled for 

dimensional stability . . . assuring more ac- 

curate register on every run — no wasted 

time and effort on re-runs. 


Next time—and every time—you wish 
to convey at a glance the importance 
of your message, put it on ATLANTIC 
BOND! 


Reproduction Department. 
Harrington & Richardson, Inc., Worcester, Mass. 
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PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF QUALITY PAPER AND PUROCELL PULP 
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DIRECT MAIL 


Textiles, like other goods, require sound, sensibly planned 
advertising to attain marketing success. For Stillwater 
Worsted Mills, Inc. .. . basic fabric manufacturers .. . direct 
mail advertising created by the Hickey Murphy Division of 
James Gray, Inc. sews up the business. 


Hickey Murphy knows who the prospects are, where to find 
them, and how to hit them hard with effective direct mail. 


This same sales-building direct mail service can work for 
you. Send today for your free copy of How To Put Action 
Into Your Direct Mail — and ask to see the case history file. 


the 


HICKEY MURPHY 216 East 45th Street 


division of New York 17, N. Y. 


JAMES GRAY INC. MUrray Hill 2-9000 


Utah, and was so postmarked. Letter to 
“Dear Fellow Gardener” came from a 
hypothetical outfit named “Weed Seed 
Company America’s only exclusive 
grower of exotic, hardy weeds.” Signed 
by Paul Petunia, Propagator. Copy tied 
in nicely with enclosure which gave fac- 
tual and statistical information on TV 
coverage in Peoria as a testing market 
This campaign is tops in our book 


eee 
EVER SEE A ONE INCH ENVEL- 

OPE? Whiting - Patterson Co., 4545 
Tacony St., Philadelphia, Pa. showed 
readers of their Whiting Patter one 
tipped on to a recent issue. It was a 1” 
square sample of an envelope created for 
a dental manufacturer to package gold 
inlays. The paper company explained that 
“One thinks of envelopes just as envel 
opes—commercials, booklets, open ends, 
etc. But there are many specialties our 
equipment can make to solve a practical 
problem .. . there are many ways to use 
an ‘envelope’ in a different sort of way.” 
The miniature tip-on made a cute atten 
tion-getter for Whiting’s message 

—_— 


eee 


ALUMINUM FOIL, already a bul- 
wark in the food industry, now has hit 
the bread business with a double- 
barreled campaign by Reynolds Metals 
Co., Louisville, Ky. Designed to educate 
both baking industry and general public 
to the advantages of foil bread wraps, the 


campaign features full color magazine 
ads, TV commercials, point-of-purchase 
displays, etc. On the retail level, the cam 
paign is being merchandised to dealers 
and others with a series of six novelty 
direct mail pieces dramatizing sales ad- 
vantages of foil-wrapped bread in super- 
market merchandising. 


_ 
eee 


[) HURRAH! A Federal Grand Jury has 
indicted a Baltimore publishing outfit and 
three of its officials on thirteen counts of 
using the mail to defraud. They flooded 
Washington and Baltimore with those 
phony-looking invoices for listing in 
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Christmas 1957 


SIS LVD the angel, Gabriel, said 
yi| to lary,“ Fear not, for thou 
hast found favor with God... 
Chou shalt bring forth a son and shalt name 
him Jesus. Ae shall be Sreat and be called the 
Son of the Highest.’ 0° This Christmasas we 
Worship and rejoice in celebrating the Aativity 
of the Prince of Peace, let us ever be mindful 
of the spiritual meaning of this great dav and to 
live bu and defend the teachings of Christ. 
Let us again reaffirm our faith in God and give 
thanks to Him for our countiess blessings. As 
§ nation of free people, let us prav for the less 
fortunate, who are fettered by fear and ignorance 
—for the sick and those in sorrow, that they mau 
find new hope and happiness. “Let us con 
tinue to prav for the unity of all nations, that all 
people mau dwell in enduring peace and harmony. 
“And of His Kingdom there shall be no end.” 





INTERNATIONAL PAPER COMPANY 








equally phony business directories. That's 
the way to stop these characters from 


hurting public confidence in direct mail 


— 
eee 
DID YOU KNOW that it’s definitely 
against postal regulations to mail letters 
invoices, statements, etc., of more than 
one company im an outgoing envelope? 
Promoters of “cooperative mailings” for 
get this. The regulation (131.213) reads 
Iwo or more persons or firms, or a per 
son acting as the agent of two or more 
persons or firms, may not mail in one 
envelope to a mutual customer the bills 
statements of account, or other letters of 
the persons or firms. No two firms that 
are distinct entities may send their letters 
in one envelope even though they are 
affillated or jointly owned 
a 
eee 
HEARD FROM MILT GAIR recently 
He's the “good clothes” man from Red 
lands, Calif who has won so many 
Freedom Awards we've lost count. Free 
dom Foundation gave Gair’s top award 
this year for local distinguished public 
vervice advertising. Milt is still spending 
his good money on advertisements which 
promote the American way of life. His 
“Thank God We Have 
and to!” 


latest, headed 
an America to Pay Taxes For 
is on display at Valley Forge. As pre 
viously described in The Reporter, Milt 
first runs his editorial ads in local news- 
papers then uses reprints for direct 
mail. His editorial ads have been re- 
Write to 


him some time and get some of his 


printed all over the country 


samples 
—_— 


eee 
HERE’S A HOT ONE! In the July 
1957 Reporter we ran an item about the 


copy being used by the telephone com- 
panies to induce people to include their 
telephone numbers as part of the letter- 
head address. A keen-eyed Reporter scout 
spotted a purchase department request 
for a quotation which practically required 
an immediate telephoned answer. It came 
from a branch of the Western Electric 
Company. You guessed it. No telephone 
number on the letterhead-type purchase 
department form. Our correspondent sug- 
gests that the telephone company should 
try to educate the manufacturer of their 
telephones to use telephone numbers on 
stationery \ wise suggestion Inci- 
dentally, do YOU 
number on your letterhead? If not 


Make it easy for people to 


have your telephone 


why not? 


reach you 
—_a 


eee 
“DON'T OVERLOOK The Power of 
to increase the readability 
With the volume of 


direct mail increasing every year, it be- 


an Envelope 


of your direct mail 


comes more and more important that we 
start the sales strategy at the point where 
the recipient has the first opportunity to 
throw the mailing into the wastebasket 
The more envelopes we can get open, 
the more sales messages will get read. 
The law of averages will see to it that we 
get more orders.” From 
Earle Buckley's always interesting monthly 
2 Minute Report (Philadelphia National 


Bank Blidg., Philadelphia 7, Pa.) 


inquiries ofr 


eee 
ANOTHER BEAUTIFUL CATALOG 
you should see is distributed by Jan de 
Graaff of Oregon Bulb Farms, Gresham, 
Oregon. But it will cost you fifty cents 
Worth it 


Clearwater, Florida, nursery. Most gor- 


We first saw this catalog at a 


geous color printing we've seen from the 


nursery business in a long, long time 


Have had correspondence with Mr. De 
Graaff about his work. He sells wholesale 
only through nurseries. One of the 
largest growers of lily, daffodil and iris 
bulbs in the country. He says he doesn’t 
know much about direct mail, but we 
doubt the accuracy of his modest state 
ment. Some of the direct mail material 
he has prepared for distribution by his 
nursery customers is equally as good as 
his outstanding catalog. As Elon Borton 
says: “All the big brains ir advertising 
are NOT located on Madison Avenue.” 
— 
eee 

MAIL WE CAN DO WITHOUT. 
Why in the world do agencies, press re 
lease writers, etc., persist in pestering 
editors with the inane request, “Will you 
kindly send tear sheets when this material 
is used.” The average trade paper editor 
receives hundreds, sometimes thousands 


DE N-B 


*patent applied for 





of press releases in a month. Can you 
imagine him wading through printed copy 
trying to find item he should “tear” and 
mail to the publicity hound? 
quests are irritating and in some cases 
kill all hopes of the desired publicity 


I hose re- 


One recent case was the worst yet. The 
president of a manufacturing company 
sent a followup to a previous press re 
lease asking editor to fill out question 
naire, stating whether or not release had 
been received; whether or not it would be 


used and why not. Bosh! 


A NEW IDEA for calling attention to 
a reply card has been developed by John 
Yeck of Graphic Service, Talbott Bldg.., 
Dayton 2, Ohio 
Washington DMAA convention 


be wrong but don't believe it has 


John showed it to us at 
We may 


ever been done before. For advertising 
his agency, which can Z-I-P your troubles 
away, John secured some of the rela- 
tively new plastic zipper strips. Strips 
were glued to bottom of announcement 
mailing, and of course one side of plastic 
tape was secured to the business reply 
card. To remove card, pull the zipper 
and there you are. May be slightly ex 
pensive but the stunt certainly de 
mands attention 


eee 


HERBICK & HELD PRINTING 
COMPANY, Pittsburgh printers, walked 
away again this year with the top Print- 
ing Industry of America award for large 
plants. They certainly deserved it a 
striking campaign from both the stand- 
point of printing and consistency. The 
PIA contest each year is sponsored by 
the Miller Printing Machinery Company, 


1101-1131 Reedsdale Street, Pittsburgh 
33, Pa. Your reporter, Pete Hoke, was 
one of five judges, chairmanned by Len 
Schlosser, president of Schlosser Paper 
Company, New York City. Other judges 
included William W. Kight, president of 
Kight Advertising, Inc., C. B. Templeton, 
manager of advertising and promotion, 
Allegheney Ludlum Steel Corp., and C. 
Wm. Schneidereith, Schneidereith & Sons 
Our eyes were opened wide with the 
amazing job ofl that’s 
being done around the country by print- 
ers and lithographers. Of the hundreds 


self-advertising 


of entries, there was a wholesale lack of 
interest from eastern area. The mid-west, 
such as Oklahoma City and the west 
coast, plus Texas, seemed to be turning 
out the best work. Some of it is out of 
this world. If your local ad club or local 
association would like to review the win- 
ners this year, write to William Sedlak, 
Miller Printing Machinery Company 
Well worth your time 


THE DIRECT MAIL COMMITTEE 
of the National Industrial Advertisers 
Assn. is working to develop a series of 
which will illustrate 
how direct mail solves selling problems. 
Chairmanned by Richard E. Tirk of 
Reply-O Products Co., New York, the 
committee will tackle seven different 
selling areas. Authentic and successful 
case histories will show direct mail has 
1.) Sold without salesmen, 2.) Developed 
and expanded high profit markets, 3.) 
Produced a greater share of distributors 
sales efforts, 4.) Launched new products, 
5.) Overcome price obstacles, 6.) Con- 


case histories 


centrated salesmen’s efforts on a pin- 
pointed area or group of prospects, and 


7.) Encouraged salesmen to sell the full 
line. The project is part of NIAA’s over- 
all drive to expand member service and 
education during the coming year 
which will be carried out with the largest 
budget in the association’s history. 


eee 


GOOD TO SEE that our old friend, 
Tom Bartlett (insurance agent) of North 
Baltimore, Ohio, won a_ well-deserved 
award. He copped top Oscar for class Il 
agencies in annual contest of Insurance 
Advertising Conference, held at Spring 
Lake Beach, N. J. His campaign for 1956 


included local newspaper and radio cov- 
erage with main medium, direct mail 
Several years ago, The Reporter ran a 
story on Tom’s unusual type of direct 
mail and how it had worked for him 
His direct mail may not have what some 
editorials are shouting for the pro- 
fessional touch, but who cares. It has the 
human touch and brings home the 


bacon 


Today Americans demand the best 


in the products they buy— 


automobiles, homes, dish pans and . . . direct mail products. 


They buy and re-buy those products that excel 


in appearance, function and economy. 


As you would buy the car in your garage, 


buy your company’s sales tools—with scrutiny, with a test, or on the 


respected recommendation of a user. 


GENERAL OFFICE SERVICE - INC S 
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Reporter's Note: Exactly six days following 40th Annual DMAA Convention in 
Washington, D.C., Harry Hites, who turned in a wonderful job as Program Chair- 


man of the convention, addressed the 100 Million Club 
at the Hotel Dorset in New York. Many said it was one of the best presentations 
in a long time. We agree, particularly his forecasts of what must happen in the 


. first of the 57-58 season 


area of mailing lists if we are going to successfully live in another wove of rising 


costs 





I’ S BEEN SAID by many experts that 
the three basic components of di- 
rect mail are copy, offer and list. 

At Kiplinger, we rank copy number 
one. On the Letters, our copy tries to 
carry the authoritativeness of the 
product. It must be quiet copy, with 
dignity. It must sell the uses and bene- 
fits of the Letters, not the company 
reputation. The most serious thing in 
the world to a businessman is profits. 
We talk about his profits . . . tell him 
we will help him increase them, or 
protect them. And you just can’t get 
facetious with a man when you're 
talking to him on this subject. 

On Changing Times, we can move 
around a bit more. Be a bit more 
brash within the realm of fact. 
Here, we're not selling a magazine. 
We sell articles ae . s- o 
touchstone that will bring success. 
We're aiming at a younger, less staid 
audience . . . and we can find success 
with headlines like: “Hard Time 
Getting A Buck Ahead?”, or “How 
to Make $5000 a Year do The Work 
of $8000.” 


Testing 


I stand ready to admit that | test 
too much. Not as much as I used to, 
but still too much. At the DMAA 
Fisher mentioned 
this mistake and Max Sackheim 
lists it as one of his seven deadly di- 
rect mail sins. Too much testing can 
be worse than none at all. And when 
testing replaces judgment too often, 
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either a campaign is going to fail, or 
a direct mail person is going to be 
looking for work or both. 

Now, of course, I'm speaking of 
copy, price and package testing. List 
testing is another matter. On this there 
are two basic schools of thought. One 
is called the Scientific Approach to 
Direct Mail . ably presented in a 
1953 DMAA research study under the 
direction of Dr. William Doppler. 

In 1953, we tried this method at 
Kiplinger. We decided we could oper- 
ate at the 70% confidence level and 
set up tests accordingly. On our own 
lists, the tests fell perfectly into line. 
On outside lists, they jumped all over 
the place, just as they do when you 
use the “seat of your pants” method 
of testing. The laws of practical prob- 
ability say that 7 out of every 10 
times you test, you will fail to get 
from outside list owners a representa- 
tive sample. In fact, you will prob- 
ably not even get a good fractional 
or cross section sample. So, Dr. Dop- 
pler says, you may as well forget 
about “testing.” You are experiment- 
ing. 

Chat’s what we do . . . and that’s 
why Jim Connell once said that at 
Kiplinger we decide how many names 
to test according to how many en- 
velopes are packed to a carton. Mail 
3,000, 5,000 or 10,000 names. Check 
the results. Evaluate the source of the 
names. Consult a crystal ball. Stare 
at the wall. Then either pyramid or 
retest the same quantity. Do this once 
or twice until you use up the list. 


THE BEGINNING OF KIPLINGER 
WASHINGTON AGENCY 


‘The Kiplinger Washington Letter originally 
began as an enclosure for a business consult 
ant’s prospect mailings. It attracted consider 
able attention and a large number of 
businessmen wrote for extra copies. So in Sep 
tember of 1923, the Letter was launched as a 
privately circulated subscription newsletter for 
businessmen. 

‘It’s sales success begon when Leonard Ray- 
mond was introduced to W. M. Kiplinger. For 
Kiplinger, Dickie-Raymond established a trial- 
conversion-renewal technique that we use with 
hardly any variation today . . . “ 


That’s what we do . and I don’t 
mean by any of this to disparage Dr. 
Doppler. I know that he is right and 
I am wrong . assuming a proper 
sample. But until then, | guess I will 
continue to experiment and call it 
testing. 


Color and Package 


There are many of you whom | 
envy very much. I envy you because 
of the work you have done in color 


and packaging. All of the boys and 
girls at Time, Inc., and Red Demb- 
ner .. . Dick Benson . . . Les Suhler 
and others. You have found what | 
am still looking for . . . the right com- 
bination to make colorful packaging 
pay-off. 

We have not found this. We've 
looked, especially on Changing Times. 
But time after time, we've seen a 
simple black and white, or green and 
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KIPLINGER WASHINGTON LETTER—World War II gave the letter tremendous 
impetus and it peaked during the Korean war. It has leveled off now to a figure 


that we don’t, as a rule, reveal. However, in 1953, Mr. Kiplinger was quoted 


as saying circulation is around 200,000. And that figure isn’t too far off today 


KIPLINGER TAX LETTER—‘'On a misbegotten day in 1913, the income tax wos 
born. Businessmen began to find themselves dealing with tax problems. Queries 


coming into the Kiplinger organization began to indicate an editorial need and 
a market... for a Washington service specializing in Tax problems. The result 


in 1925 was the Kiplinger Tax Letter 


. which reduces tax codes and rulings to 


plain business language, with an indication of what to do about them and when 


indicated an editorial need 


KIPLINGER AGRICULTURAL LETTER—'The farm unrest of the late twenties again 
and a market. So, in 1929, The Kiplinger Farm 


This service is used by about 13,000 clients.” 


Board Letter was born. It is now the Kiplinger Agricultural Letter. Principal sub- 
scribers are not farmers, but businessmen directly affected by agricultural income 
and problems. This Letter goes to about 10,000 of these clients today.” 


KIPLINGER FLORIDA LETTER—"Last October we began producing the Kiplinger 


Florida Letter... 


which is still in the undecided stages. It has sold well, at low 


sales cost, and has around 5000 circulation.” 


CHANGING TIMES MAGAZINE—"About 16 years ago, Mr. Kiplinger thought he 
would like to start a magazine. But World War II's paper, printer and office 


space shortage put it on ice for the duration. Then in January of 1947, Vol. 1, 
No. 1 of Changing Times, The Kiplinger Magazine, made its appearance. There 
were a few subscribers, gathered from the rolls of the Kiplinger Letters. Sup- 
ported out of earnings, the magazine struggled along until 1949 when an article 
oappeored called “What A Young Man Should Do With His Money, If Any.” That 
was the turning point. It was the beginning of the money, job and living theme 
that ultimately built Changing Times. With the start of a new editorial theme, 
followed by a successful selling theme in late 51, the corner had been turned. So, 


white package out-pull percentage- 
wise and cost-wise our attempts at 
extensive use of art and color . . . or 
our deviations from a straight +9 
envelope. On our Letters, I think this 
is partially explained by the nature of 
the product. But Changing Times 
should be wide open for colorful pack- 
aging. During the next year, you'll 
find me again around your tables at 
workshops . and more important, 
in the mail, in an attempt to gain the 
plus factors of good packaging. 


Lists 

Our list operation at Kiplinger 
seems to be fairly standard. I say 
that because | encounter so many of 
you when I’m lining up lists to mail, 
or you're lining up some of our lists. 
Not quite standard, though, for two 
reasons: First of all, we have no ad- 
vertising director ... and so no frenz- 
ied requests for “more widget vice- 
presidents in the North Atlantic 
states.” On the other hand, we live 
solely on subscription income . . . so 
I suspect that some of you can afford 
better than we the use vf marginal 
lists . . . on which you pay a some- 
what higher order cost. 

Basically, of course, our own lists 
are best mail-order or ex-sub- 
scriber lists next-best 
piled lists third. 


and com- 
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the magazine went on, and now has a fairly solid circulation of about 700,000 





1 am encouraged by the efforts of 
many people to develop new lists . . . 
new approaches to logical markets. 
We all know that our markets have 
grown faster than list sources for 
them. For some of you, stratification 
has been a boon. We are not so 
fortunate. The businessman market 
has in particular grown much faster 
than list sources for it. People like 
Red Dembner, Lew Kleid, Creative 
Mailing Service, R. L. Polk, to name 
a few are constantly working on this. 
I've taken a couple of fliers at new 
list developments myself . . . they 
worked for everyone but me in most 
cases. 

But the greatest single need for 
Kiplinger today in the list field is a 
practical approach, from some direc- 
tion, to the middle-management group 

. . the new businessman . . . the 
man we are not getting to now, who 
should be reading Changing Times, 
the Kiplinger Letter, or both. | hope 
between us, we'll find it. 


The Future 

Most folks from Kiplinger are ex- 
pected to make predictions or projec- 
tions. And while I haven't been 
asked, I’m going to volunteer a few 
anyway. The first, I don’t think will 
surprise anyone. It is this: By no 
later than April Ist, all the indica- 
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Sales Director 


KIPLINGER WASHINGTON LETTER—Our selling package for our 4 letters and Changing Times 
is simple and we use today the same trial-conversion-renewal techniques as were initially 


developed by Dickie-Raymond yeors ago 


With this letter our trial offer will bring a 65% 


return (an $8.00 cost per trial order); we'll convert 40% then renew 80% 


tions are that we will have increases 
in First and Third Class postage . . . 
as well as other postal increases. In 
addition, the Kiplinger staff, after a 
great deal of research, has recently 
published two Letters which point to 
continued inflation over the next 25 
years. So, our costs per thousand in 
the mail are going up. They're going 
up soon ... and they’re going to con- 
tinue to go up. Unfortunately, I’m 
afraid they're going up faster than the 
prices of the products we sell can keep 
pace with them. So, we're going to 
have to tighten up our operations. 
Now in the fields of paper, print- 
ing, the graphic arts, we're always 
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trying to get the best value for our 
money. And all of us will continue to 
fight costs here. But there are other, 
hidden costs which we often tend to 
overlook. 

In the field of lists, for instance. 
Do we always know what we are get- 
ting when we order a list, despite the 
descriptive material from which we 
order? Boyce Morgan says “No” in 
the September Reporter. And I agree 
with him. Testing based on erroneous 
samples or descriptions is expensive. 
And it is an that can be 
eliminated, either through correction 
by the list owner, or discontinuance 
of using lists in which we cannot have 


expense 


confidence. It is the combined duty 
of the broker and list owner to furnish 
the mailer with accurate information. 
The mailer. not the owner is the cus- 
tomer. 

In the future 
tant future 


and not too dis- 
the function of the 


broker must change. It is my personal 
opinion that the days of the present 
priority system are numbered. More 


and more mailers are going to deal 
with fewer brokers . and the ones 
they deal with are going to be those 
who do a comprehensive job of serv- 
ice to the mailer. 

The never-ending rat-race to dump 
100 cards on the mailers desk each 
morning will wane . . . because bro- 
kers will not be able to afford it. 
And we mailers cannot afford the 
time it takes to analyze the cards. 

How about compilers? How many 
times have some of you mailers found 
irritating duplication in a compiled 
list . . . not caused by anything but 
a careless or greedy home typist 
or a careless dispatching job by the 
compiler? Sloppy typing and dupli- 
cation do not fit into the cost-fighting 
picture I am attempting to draw. 

List owners . . . I represent one. . . 
are our houses in order? I made 
earlier reference to the inability to 
get accurate samples. and 
mathematics provide us with a way to 
get maximum mileage from minimum 
sized tests. We're going to need this 
tool in the expensive future. So, we 
as owners are going to have to pro- 
vide the means of accurate testing, 
not just experimenting. We're going 
to have to deliver 100,000 names 
when 100,000 are ordered. Deliver- 
ing 85,000 means 15,000 wasted, ex- 
And 
we're going to have to pack names 
returned in a uniform manner 4 
500 to a box say . or as the mailer 
requests. At Kiplinger, we could free 
the services of 144 $3,300 clerks if 
all of our names came to us packed as 
requested. So can you, if everyone 
tightens up the packing and shipping 
operations of their own plants a bit. 
We're trying . . . let’s all try. 

Most of us have some fat in 
operations that can be squeezed out 
to meet the coming rising costs. Some 
of you can help us do it. Direct mail 
is famous as an industry where people 
work together, to help each other. 
We're all going to stay in business 
... were all going to prosper as our 
over the next 25 


Science 


pensive pieces of direct mail. 


country 
years. And we're all going to do it as 
we have in the past . . . by working 
together to solve industry prob- 


lems. @ 


prospers 
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)Preview of an upcoming campcion 
GOVERNOR'S GIMMICKS ARE PRODUCT SAMPLES 


If used properly, gadgets and gimmicks can do a lot to dramatize a mailing. 
Plastic miniature tip-ons of almost any subject are available from several 
suppliers. And mailers have used real items ranging from feathers to fish flies 
to add impact to their messages. 


But here’s an advance look at a folder campaign which we think is tops in 
gimmickry. Because . . . the “gimmick” tip-on for each piece is an actual 
sample of mailer’s products. 

This is a series of twelve monthly mailings, being launched this month by 
Governor Fastener Company, 253 5th Avenue, New York 1, N. Y. Governor 
makes a wide range of foundation fasteners for the garment industry. Their 
campaign objective is to sell both the manufacturer, and the retail buyer. 
Setting their sights on this objective, Governor’s agency, Harrison Services, 
Inc., 210 East 50th Street, New York, has created a dozen dramatic, French- 
fold folders. Each piece includes a single short paragraph of copy . . . to put 
across the importance of quality fasteners for both manufacturers and 
retailers. 





To get attention and readership for the inside messages, Harrison has created 
two-color covers which combine catchy headlines and clever cartoons with 
tip-ons of actual Governor products. The covers are designed so that hook 
eyes, snaps and other fasteners become part of the art. Various shapes of 
Governor fasteners give the folders added interest, and a perfect sample as 
well. 

Will the gimmick mailings work? Who can tell? But when the first folder 
of this campaign goes out this month, it won't be the first time Governor 
has used the product-gimmick idea. A similar series last year did work. It 
not only made a big hit in the garment industry, but also won direct mail 
awards from both DMAA and the National Federation of Advertising Agen- 
cies. That’s why we call Governor’s fasteners folders “tops in gimmickry.” 
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TRANS-CANADA AIR UNES 
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Case History of: 
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A ONE-SHOT | 
















Reporter's Note: Here is an interesting re 
port from Harold Miloff of Trans-Canada Air 
lines, International Aviation Bidg., Montreal, 
Canada. Those who ask whether two per- 
cent return is “normal” in direct mail should 
be convinced, after reading this, that it all 
depends on the purpose and how the pro- 
motion is handled. Worth reading. Worth 
filing, if you contemplate future list cleaning 











activities 











TRANS -CANADA AIR LINES, 
Montreal, recorded a gratifying 40% 
return on a recent “one-shot” direct 
mail campaign throughout Canada, 
the United States, and, to a limited 
extent, Britain. 

Not only did TCA get a record 
return on its direct mail effort, but 
scores of personal letters, notes, even 
sketches — all commenting favorably 
on the mailing piece—were returned 
together with the business reply card. 

The TCA folder, created to “clean 
up” the airlines’ many direct mail 
lists, was mailed to traffic managers, 
information centres, such as hotels, 
travel agencies, air freight and in- 
dustry prospect lists in Canada and 
the United States and to selected lists 
in Britain. A total of 36,761 units 
were mailed and 14,646 business re- 
ply cards were returned. Ninety-five 
per cent of those replying asked to 
remain on TCA’s mailing lists, which 
seems to be an encouraging indica- 
tion of the acceptance of TCA direct 
mail advertising as well as the accu- 
racy of lists. 

As a very large user of direct mail, 
Trans-Canada Air Lines finds it im- 
perative to keep their lists as clean 
as possible. These direct mail lists are 
built up by sales office representatives 
and maintained centrally by the air- 
line’s advertising department at the 
Montreal head office. It is virtually 
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CLEANING 


CAMPAIGN 


A TECHNIQUE FOR 

LIST CLEANING 

USED BY 

TRANS-CANADA AIR LINES 


impossible for the sales ofhce repre- 
sentatives to keep lists clean them- 
selves quite apart from the time it 
would require for them to do such a 
job. By periodically cleaning their 
lists through the head office advertis- 
ing department, TCA maintains max- 
imum mailing efficiency at the lowest 
possible cost. 

Harold S. Wood, director, air 
transportation department, St. Louis 
University, wrote to TCA to tell them 
that he was so impressed with the 
“excellent promotional piece” that he 
wanted to keep it for use in his adver- 
tising classes. 

His letter added: “So as not to be 
removed from your mailing list (and 
at the same time, keep the piece in- 
tact) I am taking this means of letting 
you know that I want to have the 
privilege of remaining on your mail- 
ing list.” 

The folder was developed, with the 
Advertising Division of TCA by 
George Ferguson Associates Ltd., 
Montreal. K. B. Birch, General Su- 
pervisor, Printed Advertising, is re- 
sponsible for TCA’s direct mail 
advertising. 
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“Out-of-Town Oswald” 
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than a chaste city atmosphere 
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That everyone (including yourself) 
on our large mailing list docs noc 
read, memorize and act upon cach 
piece of TCA literature they 

receive is a fact even we have come 
co acoepe Nevertheless, we want 

to keep sending you our mailings 
We also want to keep up with 
your latest promouons and 

changes of address so we're sure our 
mailings will reach you promptly 
Won't you, therefore, help us 

serve yew better by 

returning this reply card 


We've made it as easy 

































HOW A CAN OF INK, A FIVE- 
DOLLAR AD & DIRECT MAIL 
“DEMONSTRATION” BUILT A 





From part time in a cellar to a $500,000 seller . . . 


GRAPHIC ARTS DISTRIBUTING EMPIRE 


4 NETHERLANDS is well known for 
its tulips, wooden shoes and wind- 
mills. But during 
in America, the land of dikes also has 
gained quite a reputation for its ink. 
.. » Holland Ink. 

This is the name of a printing prod- 
uct manufactured in Hilversum, Hol- 
land by Van Son Ink & Color Works, 


Ltd. . . . one of the world’s finest pro- 


the past four years 


ducers of printing inks. Their product 
represents more than 60°% of the 
printing ink used in The Netherlands, 
and is exported to 66 countries in 
the Western Hemisphere. 

The story of Helland Ink’s intro- 
duction and 
United States is 


It is, in fact. a success in which ink, 


sales progress in the 


an impressive one 


inspiration and ingenuity have been 
parlayed by direct mail into a graphi« 
arts distributing empire. 

The ink 


in America four 


made its first impression 
short years ago, 


M. Pupulidy 


were publishing 


when two young men. E 
and Karl Anton, Jr.. 


a small weekly 


offset new spaper in 


Three of Holland Ink’s early letters 


printers who first received samples of Quickset 


distinctive personality for Van Son's American distribu 
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sent to offset 
Off 
beat, yet straight-to-the-point, they started to build a 


Y 
yore yarvely 





by Dudley Lufkin, Field Editor 


Merrick. Island. The 
wasn't doing too well when Pupulidy 
got ahold of a sample can of Van Son 


Long paper 


ink from a war-time acquaintance. 
They tried it on their press . . . and 
were amazed at its outstanding re- 
sults. When they introduced it to a 
few local printers, all of them re- 
ported equally excellent results 

and asked for more. 


A Five-Pound Start 

Taking a flyer 
than an idea and a five dollar in- 
Anton and _ his 


on nothing more 
vestment, partner 
placed a small ad in a printing trade 
magazine, extolling the virtues of 
their new-found Holland Ink. When 
the ad produced an order for five 
pounds of Van Son, as well as sev- 
letter 
Hilversum in a hurry. By 


eral requests for samples, a 
went off to 
return mail, the two men had them- 
selves the United States franchise for 
Holland Inks. They were in the ink 


distributing business. 
Operating the ink business on a 
































part-time basis from his cellar, they 
started to build a reputation for the 
fine quality of his foreign product . . 

relying almost entirely on direct mail 
to do it. 

Concentrating at first on Van Son 
Quickset litho inks, they sent sam- 
ples to offset printers . . then fol- 
lowed them up with a series of short, 
smart-looking letters. Written with a 
clever, actually 
straight-to-the-point, the letters 
brought back some orders. More im- 
portant was the fact that all of them 
brought to life a distinctive personal- 


carefree twist, yet 


ity in America for the two words 
“Holland Inks.” 

Although the application of Holland 
Ink improved its visual appearance, 
the weekly newspaper's financial out- 
look wasn’t as good as desired. When 
it didn’t get better, Anton gave it up 
to take a job as manager of the 
Duplicating Department at Long Is- 
land Lighting Company in Mineola, 
New York. Here, he spent his days 
litho- 


working with all phases of 










HOLLAND INKS 








We don't know you 

And you don't know us 

The only thing we have in common 
Is « can of QUICKSET BLACK INK. 


Sometime in the pest month we sent you, 
Along with many other offset printers, 
A pound of Quickset Black Ink. 


The fact that we received many orders 
Along with enthusiastic c wee 





Everybody, we sure are going to try. 
Se we ask you 

Did you try our ink? 

Do you like it? 


Se we ask 

Mf you didn't like our ink 
Wl you kindly drop us « line 
And tell us more about it. 









Cordially, 
HOLLAND INKS 


v. 


However, even though we realize we can’t ot 


Are you going to place an order? 


We certainly would like the answer to be “Yes* 
In all three cases. But - life being what it is - 
We must always be ready to look at the debit side 








We look forward to our continued association. 











Holland Ink’s first full-time heedquarters .. . 


@ vacant store in Mineola, New York, used 


as both an office and shipping plant. Today's new, streamlined plant in Mineola has 7,500 
sq. feet of shipping and manufacturing facilities. 15 employees and modern conveyor systems 


speed packing and shipping of more than 10 tons of ink a month . . 


other duplicating supply products. 


graphic reproduction . . . then de- 
voted his nights and spare time to 
applying his practical knowledge with 
his partner’s to increase Holland Ink 
sales. 

The spare time in behalf of Van 
Son was spent mostly in developing 
a regular direct mail program, de- 
signed to establish dealerships as well 
as get direct orders for Holland Inks. 

Anton added simple, but effective 
double post cards to his direct mail 
plans and gradually increased his 
trade space advertising, to build a 
list of good offset ink prospects. By 
contacting them on a regular basis, 
Anton and his partner sold almost 
$14,000 worth of Van Son Holland 
Inks by the end of their first year. 


Emphasis on “Help From Holland” 


It wasn’t long before Van Son 
Holland Ink Corporation of America 
became a full-time business . . . head- 
quartered in a small vacant Mineola 
store which was used for a combined 
office and shipping room. President 


Karl Anton, Jr. was in charge of 
sales, advertising and business de- 
tails . . . while Vice President E. M. 


Pupulidy concentrated on the _ tech- 
nical side of manufacturing and pack- 
aging. 

The direct 
program continued . . . 
emphasis on instructive, informative 
material which not only helped deal- 
ers sell, but also gave the end user 
of litho inks sound, professional solu- 
tions to everyday reproduction prob- 


mail and trade space 
with a heavy 


lems. 

Largely because of this approach, 
sales skyrocketed: 

In four short years, the company 
has zoomed from a single five-pound 
sale to a point where they are now 
selling tons of Holland Inks every 
month. 


as well as many 


Periodic double postcards are produced regu- 
larly . both for dealer’s use and for direct 
mailings to prospects. Cards feature a wide 
range of products, merchandise space adver- 
tising . and bring in specific orders 





Frequent Technical Bulletins designed to help 
users solve litho reproduction problems are a 
popular part of Holland Ink’s direct mail pro 
gram. Although simple in format (7” x 8%", 
one color), they give press operators top-notch 
professional advice for producing better im 
pressions. 




































































Ne cpere* 
mation: 


Van Son Holland Ink Corporation 
of America now has almost 200 deal- 
ers from coast to coast who account 
for approximately 90° of the sales. 

The vacant store has been replaced 
by a brand new, streamlined produc- 
tion and shipping plant . . . complete 
in every detail. 

Today, the company not only han- 
dles Holland Inks, but also distributes 
a wide variety of offset and dupli- 
cating supplies including several 
of their own popular products. Two 
of these, manufactured in Mineola 
by 15 employees, are Dis-Base, a 
sponge rubber roller base; and Dis- 
Cover, a knitted cotton “stocking” 
fabricated to the diameters of various 
water roller cores. Both products were 
developed by Norman Mack, Holland 
Ink’s technical director and a leading 
expert in the litho field. Given the 
same direct mail promotion treatment 
the inks received, these two press 
products have become standard equip- 
ment on thousands of offset dupli- 


cating machines. 







































The new plant is literally a wind- 


mill of progressive activity . . . where 
orders for all types of supplies are 
packaged and shipped with amazing 
speed. One new packaging innovation, 
developed by Mr. Pupulidy, has 
boomed Holland Inks to even greater 
acclaim. 

This is a special ink gun, similiar 
to a caulking gun. By packing the 
inks in cartridges to fit the gun, (in- 
stead of usual cans), Holland made 
it easier for pressmen to dispense .. . 
by merely pulling the trigger. They 
found too, that Holland’s cartidge 
packaging kept ink from drying out. 
And, by developing a special cart- 
ridge shelf to go with the idea, Hol- 
land once and for all ended the press- 
room problem of messy ink storage. 
Today, approximately 33% of their 
total ink sales are in unique, compact 
cartridges. 

It’s ingenuity such as this, backed 
by a continuous flow of direct mail 
ideas, which has made Holland a 
household word in the graphic arts 


supply field. 


Holland Ink Corp. of America’s 28 page cato- 
log shows more than 50 different graphic arts 
products they now distribute . . . from Asphaltum 
to Single Edge Razor Blades. In four years, 
the firm has grown from a single five-pound 
ink sale to a graphic arts supply volume which 


will top $500,000 this yeor 


Holland Ink Corp. of America surveys their 
list of 30,000 graphic arts supply prospects with 
easy-to-answer forms like this one. Results help 
the distributors keep their list up to date . . 

and keep tabs on important market information 


The Sign of The Windmill is a regular 
monthly publication designed to 
keep dealers informed on Holland Ink 
products and services. Each issue con- 
tains technical information, as well as 
details about Holland’s latest direct 
mail and space advertising 
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While their direct mail efforts to- 
day are more widespread than the 
simple letters of 1953, the corpora- 
tion still designs their material to be 
helpful. The program includes a 
regular series of Technical Bulletins 

. created to answer litho questions 
for duplicator operations. The Sign of 
The Windmill is another regular pub- 
lication . . . sent to all dealers to 
keep them informed about Holland 
products, service and advertising. 
And, regular double post card product 
pieces are created like clockwork . . . 
for imprinted use by dealers as well 
as direct mailings to prospects. 

Holland Ink Corporation of Amer- 
ica now has a list of 30,000 graphic 
arts supply prospects . . . which is not 
only contacted regularly, but also 
maintained and updated with aceu- 
racy. Periodic surveys which ask such 
questions as “What type of printing 
presses do you have? . .. Would you 
like a free one-half pound sample 
of our ink? Do you have any 
special ink problems?” etc. bring a 
sizable return. Respondents not only 
keep Holland's list in tiptop shape, 
but also provide valuable information 
the company uses to check the pulse 
of their market. 

Parallel to their expanded direct 
mail activity is an increased, agency- 
created program of trade space ad- 
vertising designed to get more 
inquiries which can be added to thei: 
ever-expanding list of top-notch pros- 
pects. 

Reaching for a Million 

A final chapter to this story of ink, 
inspiration and ingenuity can’t be 
written. Caught in a windfall on Long 
Island, Holland Ink’s success in Amer- 
ica seems destined to spiral upward 
with every turn of the windmills 
abroad. 

During their first three months in 
the ink business, Anton and his as- 
sociate made $425 in sales. This year. 
Holland Ink Corporation of America 
will rack up more than a half million 
dollars in sales . . . based on an esti- 
mate, after the first quarter of 1957 
produced more than $126,000. By 
1958, the company hopes their all out 
drive will hit the million mark in 
sales. 

Whether they make their million or 
not, Holland Ink in America deserves 
a rightful place in the annals of direct 
mail. Theirs is the distributor counter- 
part of the famous “kitchen table to 
mail order empire” success stories. 
In this case, direct mail sampling, 
service and spectacular selling helped 
turn “part time in a cellar into a 
$500,000 seller!” @ 
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GIVES AD AGENCIES 
THE LOWDOWN ON 


PUBLICITY PROFITS 


If you're sold on the value of a peri- 
odic newsletter to promote your busi- 
ness, but balk because of the “cost” 
. .. you should meet Milton Riback. 
Milt is a public relations man. . . 

ializing in publicity. He also spe- 
cializes in selling his services to ad 
agencies. A ago he set out to 
impress and medium sized 
agencies why he should become thei 
“publicity department” . . . to service 
agency clients, as well as help pro- 


NOVEMBER, 1957 


LLUS-PROAT 


Thews @ Paces 
tne 
Biter Mikec®. Public Beletions 
. 


# eee F fereee .“ 
Mirrey mit De 


Publicity | 


peer, eT 








n 
wire serena 
6 gast wore’ 


ue . 
IP? nity) 

mm purine eons) ’ 
ae 


ef! 
ones <4 . 


** The 
4 of ect 
a ee ee] tO 
ro 6° ene nent * 
ext jue 3» % 
oO ot wes 


une ques: sos) 


3, ° of 
SepAvit MO oo 
- = ener 
e 


mote the agency itself, via publicity. 
Forgetting theories which say: “To 
get an agencyman’s attention you ve 
got to get spectacular.” Milt started 
hammering home his story with a sim- 
ple, straight-from-the-shoulder news- 
letter. The first issue, September °56, 
was a one-page bulletin of “views 
and facts” under the printed mast- 
head title: “Plus Profits Publicity.” 
For twelve consecutive months, the 
format has remained unchanged. 

Milt’s monthly missle is designed to 
show how agencies can service clients 
with p.r. and publicity . . . at a profit. 
Lead-in all-cap headlines pointing up 
short paragraphs show at a glance 
that Milt’s message is loaded with 
“how-to” publicity advice for agen- 
cies. And . . . he pulls no punches 
when it comes to the subject of agency 
neglect in promoting themselves. 

Milt seems to jam as much copy as 
he can onto a page, and makes no 
pretense to get fancy (copy is mimeo- 
graphed). yet inexpensive “news and 
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facts” . and 
action. 

“It’s certainly done everything we 
hoped it would,” says Milt. “Some 
gratifying sidelights are the cute notes 
on change-of-address notices we re- 
ceive from agencies when they move, 
or from agency personnel when they 
change jobs. Most of them want it to 
follow.” Milt explains this high in- 
terest is probably due to the fact that 
he up his newsletter with two 
important facts in mind: 1.) He hits 
a select market in copy and distribu- 
tion. and 2.) He by all means plans 
his newsletter on a continuing. regu- 
lar basis rather than a “get it out 
when we can” effort. 

“Most important now,” says the 
man who hasn’t missed an issue in 
twelve months, “is that this little 
operation of mine has gained name 
recognition as a result of the news- 
letter.” “And that.” concludes the 
man who isn’t stopped by cost, “is 
what brings in the business!” @ 
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TODAY’S ANNUAL REPORTS ARE 


OF THE YEARS we ve seen a steady 
upgrading of annual reports. This 
important direct mail function has 
improved by leaps and bounds 

keeping pace with the big boom of 
diversified business. Thousands of an- 
nual report entries in major com- 
petitions such as those sponsored by 
W orld Mead 


etc., show that increased 


Financial magazine, 
Papers, Inc., 
attention is being placed on overall 


objectives, content, design and art 


The big trend is towards making 
the annual report much more than a 
private financial accounting for select 
shareholders. For today’s owners of 
industry are millions of people with 
different interests, in all walks of life 
Modern annual reports are edited for 
them .. . telling company stories dra 
matically. With added attention to art. 
color, and slick magazine or book 
presentation, today’s best annual re 
ports can serve a multiple purpose: 


1. They present a detailed report of opera 


tions to all stockholders 


». They tell the overall company story, o1 


becoming a dramatic promotion 


history 


Visual impact is more important than ever in annual reports. Compan 
ies alert to the broader annual report audience tell interesting stories 
with dramotic use of color, design and illustration 
Center) Champion Paper & Fibre Co. in 
cluded a striking 8-page pull-out of full-color photos to tell the story 
of “Champion's First Decade of Postwar Progress”; 


these typical 1956 reports 
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piece for selling prospective shareholders 
(and sometimes customers as well). 

3. They are used as a general public rela 
tions tocl to keep the public informed of 
the firm's progress in a competitive market 
ing’ eTa 

1. They sometimes help solve specific cor 
porate problems 

In short, today’s annual reports are 
really “reporting.” They are diversify- 
ing their content and appealing to a 
broader audience. They are becoming 
more and more “external”... to win 
new friends, shareholders and custom- 
ers. And they are doing it with better. 
more interesting content and visual 
presentation. 

The emphasis is on clearer copy 
and more pleasing presentation. The 
demand is from the stoc kholding pub- 
lic. Fou example, a doctor in Rochest- 
er. New York. who holds stock in 
Fairchild Camera & Instrument Cor- 
poration wrote president Sherman 
Fairchild and suggested they include 
a glossary in the firm’s annual report 

which would explain complex 
technical terms such as “mirror 
optics,” “Sonoprobe,” etc. The glos- 


sary made its debut in this year’s edi- 


MORE SPACE IS BEING DEVOTED TO TELLING “PICTURE STORIES” 


type Corp. used full color to picture their printing equipment, and to 

visually dramatize the story of “How Printing Serves Everybody”; (Left 

American Airlines, Inc. used a double-spread full-color map to dramatize 

the number of cities served by American. Countless 

other annual reports include similar high-fashion visual presentation 
for a diversified widespread audience 


as shown in 
and glamorize 
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Some new approaches to telling the corporate story... 


REALLY “REPORTING” 


tion, and will be a regular part of 
future Fairchild reports. Says Sher- 
man Fairchild: 

“Management, preoccupied with 
successful operation of the business, 
is likely to forget that the real own- 
ers of the company represent a cross- 
America, the majority of 
which have non-technical and non- 
managerial backgrounds, but which 


section of 


} 
do have excellent common sense. 


“In our company, the owners in- 
clude housewives, salesmen, retailers 
and even a motion picture star, few 
of whom have ever knowingly come 
face to face with any of the company’s 
very complex products. So in our 
annual report, we re trying to spell! 
out the definitions of both financial 
and technical terms. We are no longer 
taking it for granted that the layman 
is a combination Einstein and J. P. 


Morgan.” 


This is only one of the many at- 
\itudes toward modern annual reports. 
Shown on these pages are just a few 
of the many outstanding reports creat- 
ed this vear with this attitude in mind. 
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CHAS. PFIZER & CO. CREATES AN 
“EXTERNAL SPECTACULAR” 


Chas. Pfizer & Co., the world’s largest producer 
of antibiotics, created a sensation with their 
1956 annual report . when it ran as a Sun 
day magazine section in the New York Times 
Chicago Tribune and Los Angeles Times. The 
big pharmacvetical firm's report was an illus 
trated 16-page gravure section telling the 
dramatic story of fermentation chemistry and 
antibiotics. The report was first mailed to 
22,000 shareholders, drug stores, doctors and 
others in the trade. Then by running the re 
port in the three big metropolitan papers 
Pfizer showed millions of people how a cor 
poration reports to its owners. This “external 
spectacular” is believed to be the first time 
an annual report has been given such large 
merchandising distribution. Produced by Edi 
torial Projects, Inc., 22 E. 60th, N.Y. 22, N.Y 


FORD MOTOR COMPANY 
REVIEWS WITH “ARTISTIC 
QUALITY” 


Ford Motor Company has a big, and tremend 
ously detailed corporate story to tell. In their 
1956 Annual report, the big story was told 
formally and with dignity yet it had artis 
tic expression to help the story along, make 
it easily understood. Produced by the Lakeside 
Press, Chicago, full color water-color drawings 
on each page not only helped the visual per 
fection of the report, but added influence to 
Ford's important story. Says Lakeside’s vice 
president W. M. Angus: “The annual report of 
any corporation to its stockholders calls for a 
certain formality and dignity. Still, even the 
most solemn message admits nearly always of 
little friendly and inspiring touches that 
please the readers, and build precious good 
will for time to come 


EQUITABLE LIFE ASSURANCE 
SOCIETY PROFILES “MR. AVERAGE” 


A Portrait of Mike” is the title of the 1956 
annual report from The Equitable Life Assur 














ance Society of the United States. Superbly il 
lustrated in full color, the 26-page publication 
traces the experience of “Mike” in interesting 
story form. It tells how “Mike” became a mem 
ber of The Equitable Society as a typical 
policyholder. Then dramatically shows what in 
surance has meant to him and his family over 
the past decade. By focusing cover-to-cover at 
tention on “Mike Mr. Average—throughout 
the report, Equitable told its story in a univer 
sal appealing manner giving the meaning 
of insurance a sound promotional boost 


LONG ISLAND RAIL ROAD 
TALKS TO “EMPLOYEES AND 
NEIGHBORS” 


The Long Island Railroad has only one stock 
holder—The Pennsylvania Railroad. But the 
Long Island company still issues an “annual 
report” oS G progress report to employees 
and customers. The railroad has many subur 
ban commuters who use the line, but wish they 
didn’t have to. Long Island's 1956 report told 
them what has been done toward improving 
service on the line since a $60 million improve 
ment progrom was begun in 1954. The car 
tooned 18-page report covered just about every 
phase of the lines operations. As president and 
general manager Tom Goodfellow put it 
There's little need for the usual type of an 
nual report, popping its covers with figures and 
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Minutes Add Up to Hoare 
In Reduced Running Times 
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graphs. But 1956 was an eventful year on your 
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railroad in which significant strides were 
taken to improve service and facilities and to 
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cement better relations with our passengers 
and neighbors. We thought you might be in- 
terested in some highlights. That's the reason 
for this report 
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Copy Critic Paul J. Bringe 
calls this series 
“Too good to lose... .” 
































Pp“ L J. BRINGE, sales manager of 

Milwaukee Dustless Brush Com- 
pany and Reporter copy critic, gets a 
whale of a lot of letters. From a mass 
of incoming messages, Paul singles 
out “classic examples” for frank 
analysis, criticism and rewrite . . . 
on monthly Reporter page devoted to 
“Upgrading Letter Copy” (in this is- 
sue, page 36). 





While his letter reviews often 
sound like morning-after notices of 
an opening Broadway flop, the series 
shown here proves Paul can and does 
pass out plaudits . . . when a “hit” 
turns up in his mail. Our letter copy 
aisle sitter sent us this batch of Mill 
& Factory letters . . . attached to his 
own personal note asking that they 
please be returned. As Paul put it: 
“They're too good to lose... .” 





We certainly agreed. But before 
mailing them back to Milwaukee, we 
checked with Conover-Mast, publish- 
ers of Mill & Factory magazine 
to find out the real value of their 
quippish cartoons and low pressure 
copy. 


Clipping Copy Ideas 


The cartoon-copy combination is 
created by Mill & Factory promotion 
manager John Dunn .. . a talented 
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CLEVER CARTOONS AND CREATIVE COPY 





KEEPS PROSPECTS CHUCKLING ... 


writer with tremendous respect for 
the importance of keeping in constant 
contact with M&F advertising pros- 
pects. John begins his copy for this 
series by first keeping a close eye on 
all the cartoons which appear regu- 
larly in the magazine. When he spots 
a good one, he clips it for a current 
letter. Using the cartoon caption as 
a headline theme, he starts with a 
crisp one-sentence opener . . . clinch- 
ing the reader’s attention and interest 
for a significant M&F sales story 
which follows. 

As you can see, Dunn’s double 
play does capture attention, hold in- 
terest and project a lot of pertinent 
information about the magazine. All 
bases are covered. But what’s on the 
“result” scoreboard for a team that’s 
“too good to lose?” 

When we asked John Dunn about 
it, he told us frankly his letters are 
“Not designed to sell.” They were 
started over a year ago for the sole 
purpose of preparing the ground for 
V&F space salesmen. Although the 
cartoons are selected by chance, each 
letter’s content is carefully calculated 

to contain M&F market facts 
currently being used by the salesmen. 
As a “spadework” series for these 
salesmen, the clever cartoons and cre- 
ative copy keep prospects chuckling 

. and remembering. 





Mill gFactory 


pane” 





AND REMEMBERING! 


While the letters are devoid of re- 
ply cards or other return devices, 
John Dunn can put his finger on some 
tangible evidence of their real value. 
One outstanding factor is the longev- 
ity and frequency of the series itself 

. . prompted by overwhelming en- 
thusiasm and approval of M&F sales- 
men. Mailed regularly every two or 
three weeks, the numbered cartoon 
letters sent to date totals more than 
20... and they're still going strong. 

Besides keeping this creative copy 
coming, and keeping up with other 
promotions . John Dunn also has 
the big job of keeping his cartoon 
letter list within reason. Constant de- 
mands for name additions from both 
salesmen and prospects has already 
swelled the receiving roster to 8,000. 

Midway in the series last Decem- 
ber, John took time out to send a 
“We'd like to know how you feel 
about this direct mail series” letter. 
Unlike the others, this one did in- 
clude a reply card . a question- 
naire form on which John asked for 
“Comments pro or con . . . prefer- 
ably pro.” It produced some interest- 
ing answers, which have since helped 
John keep his cartoon contacts on the 
right track. One piece of informa- 
tion, for example, decided the fate of 














a new attention gimmick: 

“It occurred to us.” John wrote in 
his questionnaire letter, “that putting 
the cartoon on the envelope without 
the caption might be a great curio- 
sity whetter. But we don’t know how 
many people actually receive the en- 
velope. Would you help us out on 
this score?” When almost two-thirds 
of the list answered that they never 
saw the envelope, he promptly killed 
the idea. 


Repeated Recognition 


But John has no intention of kill- 
ing the inside contents . . . because 
he has conclusive proof that the let- 
ters are building strong identification 
for Mill & Factory. More than one- 
third of the list thought they were 
getting a clever Mill & Factory pro- 
motion in every mail . .. and asked 
to keep them coming. 

From the illustrated magazine 
cover in the letterhead right down to 
the familiar publisher's signature, 
these letters do a repeatedly good job 
of establishing recognition . . . by 
offering entertainment and informa- 
tion in a creative, low-pressure ap- 
proach. 

As copy critic Paul Bringe summed 
up the series in his accompanying 
note: “This is good writing!” 
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SIMPLE COPY TRANSLATIONS CAN 
EXTEND MANY MAILINGS TO “FORGOTTEN MARKETS” 


\") lg COMPANIES TODAY are finding 
4 new profits in what was once a 
market. Tak 


from scores of successful 


foreign and forgotten 
ing a cue 
foreign language newspapers pub 
lished in this country, they are pay 
ing more attention to the thousands 
of mother-tongue Americans . who 
prefer to speak and read their native 
language, even though they are cap 
able of using everyday English. 
Alert mailers often find it advan- 
tageous to re-run certain direct mail 
pieces in languages pin-pointed to 
specific mother-tongue groups. Many 
industries, for example, have large 
forces of foreign-language speaking 
specialists and workers. For an im- 
pressive m tiling to these groups, it's 
a relatively simple matter to translate 
copy into the mother-tongue ... using 


the Sane artwork as in an original 


English version 

a For example, this was done 
effectively in the Master-Mix mailings 
Andrew M. Duncombe 


who handles sales promotion for M« 


shown above 


Millen Feed Mills. Fort Wayne, In- 
diana, tells us the two mailers were 
translated into Yiddish expressly for 
a group of eastern dealers Ww hose cus- 
tomers prefer to speak and read in 
their mother-tongue. Mr. Duncombe 
reports the Yiddish counterparts (us- 
ing the English-version art- 
work) worked extremely well . .. and 
dealers will continue to send foreign 
language translations of McMillen’s 


same 


direct mail campaign. 
@ Specially-created foreign-lan 
guage mailings also are effective when 
sent to specific mother-tongue mar- 
kets. The Chinese letter above from 
Pabst Brewing Company is one typi- 
cal example. Created to help Pabst’s 
increased sales efforts among the Chi- 
nese population, it was sent to all 
Oriental Chinese 
grocery stores in metropolitan New 
York, Washington, D.C., Chicago 
and San Francisco. Telling Pabst’s 
story in capsule form, the letter ex- 


restaurants and 


plains how the company is known 


throughout the world ... and points 


out how the brewing firm serves both 
the Chinese populace and the rest of 
the community with famed Blue Rib 
bon Beer and Ale. 

While the examples above look like 
an obvious impossibility for most 
copywriters .. . we re not advocating 
they enroll in a Berlitz course. The 
problem of getting accurate transla 
tion isn't a tough one. Large cities 
such as New York, Chicago, etc., have 
a number of professional translators 
have 
whose fees are 


(many big secretary services 
competent staffers) 
reasonable. Local advertisers can call 
on college and high school language 
instructors in their areas for help. 
Appealing to the mother tongue 
market is common practice for a 
great number of Canadian 
who for years have created du 
plicate campaigns in English and 
French. Like these Canadian neigh 
number of 


mailers 


bors and an increasing 
U.S. firms, perhaps you too can put 
simple copy translation to work. . . 
to extend the market effectiveness of 


your direct mail. 
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In the largest 
cities—and in the 
smallest villages, 
too—Nekoosa 
Papers are serving 
American business 
with a complete 
line of papers for 
every office and 
every office use. 
Thousands of 
printers can supply 
them ... more than 
135 Nekoosa 

Paper Merchants 
distribute them. 


NEKOOSA-EDWARDS 
PAPER COMPANY 
Port Edwards, Wisconsin 


MILLS at 

Port Edwards 

and 

Nekoosa, Wisconsin, 
end 

Potsdam, New York 


IN LOS ANGELES 
and from coast to coast... 
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UPGRADING 
LETTER COPY 


Milwaukee Dustless Brush Co. 


This letter says “Important News” 
and then talks about what happened 
the “other day.” The first paragraph 
is not believable even if true. News 
is what happens this morning, not a 
few days ago. Giving names and ad- 
dresses and direct quotations of who 
said what might make it more believ- 
able but it still wouldn’t be news. 

The second paragraph goes on in 
the same vague manner. If firms in 
every state of the Union are using 
our product nobody cares. But if 
“Ed Porter, President of Bayside 
Provision Company of Rock Island, 
Ill. buys all his printing from Peer- 
less and has for 14 years,” we do 
care. We care because Ed Porter is 
alive like us, because his title is 
President and we feel most Presidents 
have ability and good judgement. The 
name of the Company gives us an 
image and the location provides a peg 
point for our mind. And 14 years 
says it must be good or Ed Porter 
wouldn't come back for more. 

To be believed be specific. Name 
names, dates and places. Talk about 
real people — people who are doing 
things today. Such facts give your 
reader assurance, the assurance he 
needs to make a decision in your 
favor. 







The rewrite asks the reader if he 
is paying too much. Is there anyone 
who thinks he isn’t? It puts a sample 
in his hands and gives quantity, price, 
and suggests reasons for the low 
price —all to gain believability. It 
says we have no magic formula — a 
bit of underselling to build the 
reader's confidence. 












The theme of the original letter is 
economy so the rewrite sticks to that 
point repeating the thought in every 
paragraph. Repeat your sales story 
until you gag on it. About that time 
your reader will begin to under- 
stand. 










There are many more faults in the 
original letter. But they won’t be 
noticed by those readers who do not 
get beyond the first paragraph. @ 
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by Paul J. Bringe 
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“RIGGERS 


GET NO APPLAUSE” 


If you ever “‘helped’”’ unload a circus at 7 a.m., you may j 
have seen the Riggers at work setting up the Big Show. } 
Their job is done long before the audience arrives, yet 

they add a skill and *“‘know-how”’ that is as important / 


as the star performer. 
In much the same way, the Peninsular Paper Company, 


and Peninsular Merchants stand ready to play a part 
in your production planning. Fine stock lines like this 
new Snoweave, or special designed cover stock which / 


























Peninsular can produce in economical, small quantities 
can often help you achieve the perfect wedding of message, 
art and printed appearance. 


Like the Rigger, we don’t expect applause . . . we get our 
satisfaction from the perfection of your finished piece. 
Invite your Peninsular Paper Merchant to your next 
pre-production planning session, and see. 



































PENINSULAR 


cover stock specialists now in our 90th year 


This message is printed on a new Peninsular stock 
SNOWEAVE. Notice the brilliant white color, and fine ° 

felt finish. Snoweave is a distinctive stock with out- CWUMA TUSCAN COVER @ ECONOMY COVER © ORKID COVER 
standing ability to reproduce halftones and heavy ink - ‘ @ DUPLEX COVER e BERMUDA DUPLEX @ ZAMORA 
coverage on letterpress or offset. Available in text and Stock { med + COVER@PAB COVERe® TWIN TONE COVER @ WOLVERINE 
cover weights ' COVER@ANGELO TEXT eSNOWEAVE COVER AND TEXT 





PENINSULAR PAPER COMPANY « YPSILANTI, MICHIGAN 





ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 








AN INVALUABLE 
DESK AID 


This spiral-bound 12 page, card 
stock, 9% x 12% Executive Cal- 
endar has room for notations and 
shows appointments and dead- 
lines a-month-in-advance, at-a- 
glance with calendars for the two 
past and the next four months on 
each page to aid in planning. 


This is a limited edition—never 
sold—presented annually to our 
business friends. While the sup- 
ply lasts, we will send you one 
with our compliments if you have 
a mailing list of over 10,000 
names and if you will request the 
calendar on your business letter- 
head. 


There is no obligation. No 
one will call. As long-established, 
highly-regarded mailing list bro- 
kers, we would like to send you 
a brochure describing how you 
can derive extra income from 
renting (not selling) your mail- 
ing list to important national 
magazines, book and _ record 
clubs, financial services and di- 
versified mail order accounts — 
which meet with your approval. 


LEWIS KLEID COMPANY 
25 West 45th St, N.Y. 36, N.Y. 








“Reed-able Copy” 


A Motthly Clinic Conducted by Onwille Rud 


y benae- TO ALL OF YOU who wrote 
me after reading my suggestion on 
upgrading “routine” correspondence. 
So many opinions, suggestions, and 
examples have come in that I plan to 
devote an entire column to the subject 
very soon. 


Do You Sell or Only “Write”? 


A copywriter is a writer only to 
the degree that a salesman is a speech 
maker. The direct mail copywriter 
who fancies himself a literary man 
rather than a salesman, ends up writ- 
ing essays — not copy that sells. 

A successful salesman is articulate. 
He knows how to express the qualities 
of the product he is selling in terms 
of the Seat wants, needs, or even 
whims. The copywriter, also, is ar- 
ticulate with written words. He has 
learned to use written words as tools 
with which to build a sale of some 
kind. The “sale” he is after may be to 
sell a prospect on sending back a 
coupon or making further inquiry, or 
to go to his dealer to buy what the 
writer has convinced him would be 
good for him. 

I have had the rare privilege of 
talking before many university groups. 
Mostly groups of students in Schools 
of Journalism. This always seems 
odd to me — that advertising should 
be taught in a school of journalism. 
Because “news” writing is poles away 
from “selling” by the written word. 

Spilling the entire story in the first 
paragraph as taught the news writer; 
laying on the line the What, Where, 
When, and Who of a happening is a 
far cry from the technique used in 
“selling” copy. 

Usually in these sessions there is a 
question and answer period in which 
the students fire questions at the 
speaker and hope to get a black and 
white answer. Most of these questions 
have nothing whatever to do with a 
product, a service being sold. They 
are mostly about the technique of 
writing. My notebook is filled with 


jottings of such questions as, “Do you 
think a narrative opener for a letter 
is a good idea? How about using a 
question in the first paragraph? What 
do you think of a NEWS opening for 
a letter? Do you recommend the use 
of humor in direct mail?” 

It is just as though a salesman 
asked his sales manager if he should 
say “Good morning, Mr. Jones,” 
when he makes his call, or whether 
he should startle the buyer by saying 
“I can save you 50% on your ship- 
ping expenses” or use a narrative for 
his opening remarks— “The Jones 
Company have a shipping clerk who 
is also a bird watcher, and he brings 
some of the things he has learned 
watching our feathered friends to his 
job as shipping clerk . . .” 

The successful salesman makes a 
careful study of his prospects, their 
likes and dislikes, their hobbies and 
their jobs. The successful salesman 
also makes a careful study of the 
product he is selling and figures out 
WHY the prospect should buy. The 
successful salesman studies competi- 
tive products. He makes mental notes 
of the points of superiority of his 
product over that of his competitor. 
Then he uses this knowledge in his 
sales solicitation. He doesn’t go in 
with a prepared speech all ready to 
deliver. He isn’t a speech maker. He’s 
a salesman. 

As I write this, thousands of copy- 
writers are sitting before their type- 
writers looking off into space trying 
to figure out an “angle” on which to 
base a piece of copy. They are trying 
to think up some astounding phrase 
that will bowl the reader over. They 
are thinking in terms of “words.” 
Of “writing.” Of “self expression.” 
Many of them have never pounded 
the pavements, rung door bells, or 
nervously sat in outer offices, thinking 
over the sales points of their product 
while waiting for the buyer to see 
them. 


Many such copywriters are good 
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writers. Many of them are not-so- 
good salesmen. Most of them have 
read everything they can put thei: 
hands on about motivation research. 
They think in terms of action verbs. 
colorful adjectives, writing rhythm. 
trick phrasing. Many copywriters are 
just writing men, when their job is 


to be salesmen. 


Goodwill Letter Writer 


In a competitive situation where 
price, quality, delivery and everything 
else are equal (and there are many 
such situations), who has the best 
chance to get the order? Isn’t it log 
cal to assume it would be the sales- 
man who has made the prospect want 
to buy from him? I've often won 
dered why more organizations don't 
have a goodwill letter writer on their 
staff a fellow who does nothing 
else but write letters to do a public 
relations job. 

Such a letter writer would scan all 
the trade public ations, the daily news- 
papers, and every time he ran across 
something he thought of interest to 
a prospect or customer, he would 
write that prospect or customer a 
letter about it. Maybe the custome: 
has a new baby at his house. Writing 
him a friendly letter about such an 
event would be appreciated and re 
membered. 

Perhaps a company has won an 
award, or some individual has been 
promoted to a new job. \ simple 
letter of congratulation would be 1 
membered long after a competitor's 
sales talk had been forgotten. Such 
letters create a buying atmosphere 
A few minutes time, a sheet of sta- 
tionery, and a postage stamp can go 
a long way toward increasing sales 
without ever mentioning the product 
or service offered. 

You don’t believe it? Try it. 


From the Mouths of Clients 


In my office I have a concealed tape 
recorder. The minute a client or pros- 
pective client sits down across the 
desk to discuss the copy he wants me 
to write for him I turn the tape re- 
corder on. The entire interview is 
recorded. 

My reason for doing this is two- 
fold. First, it does away with my 
having to take notes on details of the 
proposition being discussed. More 
important, it takes down those sales 
points the client is bound to bring up 
during our discussion. He talks about 
what his product will do, how it does 
it, why a prospect should be inter- 
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Something New In Letterhead Paper 


MADE BRIGHTER 
THAN BRIGHT WITH 
FLUORESCENT DYE 


WESTON'S 


HAND WEAVE 


IN BRILLIANT 


PAPERS 


COTTON FIBER BONDS 


WHITE WOVE OR LAID...AND COLORS 


Here's the ideal paper for sales letterheads, an- 
nouncements, notices . . . for any application that will 
benefit from added interest and attention. Weston’s 
HAND WEAVE is now offered in both laid and wove 
finishes featuring a radiant blue-white color made out- 


standingly bright with fluorescent dye. 


Laid finish is also available in four attractive pastel 
colors: Ivory, Blue, Green and Gray. Matching en- 
velopes in bright white and colors. 

Ask your printer to show you samples of this bril- 


liant new letterhead paper . . . or write for the new 


Weston’s HAND WEAVE sample book. Address Dept. DM 


BYRON WESTON COMPANY 
Makers of Papers for Business Records Since 1863 
DALTON, MASSACHUSETTS 


* LEDGERS + MACHINE POSTING LEDGERS + INDEX BRISTOLS 








GREATER 
DIRECT MAIL RETURNS 


You've got to get the prospect INSIDE to 

get your message OUT. Tension’s Display Window 

Envelope beckons your prospect inside into your sales story. 

Frame a “teaser” portion of the enclosure with a die-cut display 

window. Utilize color from the sales material (appearing through 

the display window) to create interest, bring action and increase 

returns. Tension’s manufacturing skill assures “perimeter sealing” 

of the window patch for smooth, snag-free inserting. Display windows 
can be die cut in almost any shape in any position. 


FREE SAMPLES! Get the whole wonderful story of Tension Display 
Window Envelopes, including typical samples. Write now to: 


TENSION ENVELOPE CORPORATION | 
Campbell at 19th St. Kansas City 8, Missouri 





When results are important... 


People who know turn to= 


RETURN-A-CARD! 
® Complete creative departments 


® All-Under-One-Roof Production 


Write or call for more information 


SALES LETTERS 


i eee ae ee ae ee 
155 West 23rd Street — New York 11, N. Y. 


Telephones: WAtkins 9-2680, 2681 
SALES OFFICES: Newark, Philadelphia, Chicago 


ested in it. He talks from experience. 

Before | start to prepare the copy 
| can listen back to the recording. 
Such a practice helps me write more 
productive copy. 

It's surprising how much actual 
copy springs full blown from a re- 
cording of the client’s words. Much 
of it, with a little editing, goes right 
into the letter, folder, booklet, or 
whatever copy is included in the as 


signment. 


Hidden Benefit 


It has been suggested by some of 
our readers that we could better serve 
those who look to this department for 
tips on copywriting if we commented 
upon current direct mail. So here 
goes. The neck is stuck way out to 
ere. 

The mailing a letter mailed by 
the U.S. Pencil Company, “America’s 
largest pen il distributors.” The 
product their new ball point PEN- 
cil. The letter starts out “Try this 
amazing ball PENcil with our com- 
pliments. It’s the greatest improve- 
ment since the invention of the ball 
pen.” Then there’s a paragraph about 
the smooth, effortless writing of this 
pencil, and how it will outlast a dozen 
other pencils. The third paragraph 
tells about who uses this pencil, such 
as R. H. Macy Co., John Wanamaker. 
Johns-Manville. and other nationally 
known concerns. The next paragraph 
covers the banker’s approval. (Every- 
thing said about this pencil up to the 
fifth paragraph could be said about 
any ball point writing instrument. 

Buried in the fifth paragraph is the 
real benefit. “Independent laboratory 
tests made by one of the leading lab- 
oratories in the field. proved con- 
clusively that Plymouth Ball PENcils 
outlast by 40% a ball pen that sells 
jor almost ten times as much. 


Say What You Mean 


Ever try having someone read aloud 
to you a letter you have written? 
Often, after working over a piece of 
copy for so long you can't see the 
woods for the trees. On the read-back 
you might find you haven't conveyed 
your ideas the way you thought you 
had. Are double meanings creeping 


into you! copy ¢ 


The father asked the boy to be good while 
*" was away 
» good for a nickel,” said the boy 
“You'll never be a real son ef mine until 
you're good for nothing.” @ 
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proudly ANNOUNCE 
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The Lefica Company 


154 Nassau St. N. Y. 38, N. Y. 
Worth 2-6764 














MAIL ORDER 
STRATEGY 


. an idea-packed manual of 
personal interviews conducted by 
Lewis Kleid. The volume is pro- 
fusely illustrated showing 
samples of material the experts 
use to get orders by mail. Price 


is only $7.50 . . . direct from 


The Reporter of Direct Mail 
224 7th St., Garden City, N.Y. 








PRINTING WEEK ’58 
SET FOR NEW YORK 
AT COMMODORE 


Heads of 26 organizations in the 


graphic arts, advertising and educa- 
tional fields are planning the obser- 
vance of Printing Week in New York, 
January 12-18, 1958. Organized as 
the General Committee for Printing 
Week, the group will sponsor a full 
program of meetings, dinners and spe- 
cial events calling attention to the 
252nd anniversary of the birth of 
Benjamin Franklin and to the impor- 
tance of the printing industry. 


High point of the observance will 
be the annual Printing Week Dinner 
on Jan. 14, 1958 at the Hotel Commo- 
dore, at which the Franklin Medal of 
the New York Employing Printers 
Assn. will be awarded to an outstand- 


ing American. 


Serving on the committee are Louis Leon, 
president, Advertising Agency Preduction 
Club of N. Y.; Rebert M. Gray, president, 
Advertising Club of N. Y.; Harriet Ray 
mond, president, Advertising Women of 
N. Y.; Wallace W. Elton, chairman, Ameri 
can Assn. of Advertising Agencies, N. Y 
Council; Harold K. Guinzburg, president 
American Book Publishers Council; Sidney 
R. Jacobs, president, American Institute of 
Graphic Arts; Walter Grotz, president, Art 
Directors Club of N. Y. 


Also Robert A. Murphy, president, Assn 
of Advertising Men and Women; William 
K. Beard, Jr.. president, Associated Busi 
ness Publications; John M. Stebbins, presi 
dent, Assn. of Publication Production Man 
agers; Charles H. Silver, president, N. Y. ¢ 
Board of Education; Charles J. Felten 
president, Club of Printing House Crafts 
men of N. Y.; Arthur E. Burdge, president, 
Direct Mail Advertising Assn. 


Also Commr. William H. Friedman, chair 
man, Graphics Arts Educational Commis 
sion; Donald Kingsley, president, House 
Magazine Institute; Brig. Gen. G. L. Bliss, 
president, International Benjamin Franklin 
Society; Robert E. Kenyon, Jr., president, 
Magazine Publishers Assn.; Arthur L. Dow 
ling, president, National Industrial Adver 
tisers Assn.. N. Y. Chapter; Robert | 
Sorg, chairman of the Board, N. Y. Employ 
ing Printers Assn. 


Also Donald R. Hassell, president, N. Y. 
Financial Advertisers; John N. McDonnell, 
president, Pharmaceutical Advertising 
Club; Donald S. Hutchinson, chairman of 
the board, Point-of-Purchase Advertising 
Institute; Richard W. Darrow, president, 
Public Relations Society of America, N. 
Chapter; William Maple, president, Pub 
lishers Assn. of N. Y. C.; Dr. William Jan 
sen, N. Y. C. Superintendent of Schools; 
and Arthur B. Le 
tors Club 


*, president, Type Direc 
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. and your work 
is as good 
as your bond 


Ream after ream, job afte: 
job, Hamilton Bond gives you 
trouble-free printing and top- 
notch results. The pressroom 
stays happy because Hamilton 
Bond prints so well. It is blend- 
ed of the best pulps, is uni- 
form, lies flat and feeds easily, 
is genuinely watermarked, and 
comes moisture-proof wrapped. 
The sales staff keeps content 
because Hamilton Bond white 
is so sparkling, because the 16 
distinctive colors are right, 
because this bond performs as 
well in the office as on the 
press. Hamilton Bond brings 
out the best in your work! 
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HAMILTON PAPER COMPANY 


Miquon, Pa. 
Mills at Miquon, Pa. and Plainweli, Mich 
Off.cesin New York. ChicagoandLosAneceies 





B-U-N-K 


One of the biggest headaches in the 


is caused by the un- 
wise and extravagant claims made by 


direct mail 


overenthusiastic and/or amateur pro- 


Such selling 


moters of the medium. £ 


tactics were rampant in the 1920's. 
Then they died out for a long period. 
\ new crop of “promoters” have re- 
vived the high-pressure ballyhoo and 
are making direct mail look silly. 
One of the worst cases developed a 
few months ago. We will withhold 
name of outfit and the city. But a 
four-page bulletin professed to outline 
the reasons why mailers should intrust 
their creative and production prob- 
lems to the writers of the bulletin. 
We dont know how 


bulletins were mailed to advertising 


many of these 


agencies and important advertisers 

but those who showed us their 
copies were shocked and bewildered. 
. +» part of 
Read care- 


fully . . . but remember. we don’t 


We are reprinting here 
the copy on page three. 


believe a word of it 

“Knowing what to do at the right 
can only be acquired 
doing it. We have 
successfully done it for years and our 
. . hundreds 
and thousands of orders by mail fast 

. can be attributed to the excellent 
facilities we have developed to make 
plus the correct use of 
regularity and 


time to do it. 
by experience 


efficiency in producing . 


it easy 
these facilities with 
consistency to the best advantage of 
our clients. By continually experi- 
menting, we have acquired a definite, 


successful technique in writing strong 


You can fill all your 
multiple mailing needs with 


the Dennison Line 
of Addressing Labels 


SHEETS 


The standard addressing label 
— for typing or duplicating. 33 
pin-perforated labels (2's x 
1") on 8% x 11” sheet. No lint; 
no pods. Type 33 labels with 
one insertion. White, biuve, buff, 
salmon, canary, cherry, green. 
in 25 sheet or ream packages. 


For follow-up mailings, use 
Dennison Carbon Set Labels — 
4 sheets of couponed iabel 
paper collated with 3 sheets of 
one-time carbon. Quick, clean, 
easy. Labels ~ lined up until 
snapped apart. 33 labels (2' %. 
x '%6") on a sheet. White only. 


Dennison quality labels plus 
special Dennison gumming 
insure satisfaction. 

Order Dennison. Addressing 
Labels from Your Stationer. 
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Dennison Addressing Labels come in 
continuous rolls o 
labels, 3 x 1” or 3 x 1%", in a dispensing 
box. Accurate spacing allows labels to be 
ed with a minimum of adjustment. 
ite only. 
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4-PART SNAP-APART CARBON SETS 


ROLLS 


couponed 


© 


Framingham. Mass. 


selling letters and literature and have 
developed a rapid system of process- 
ing them which economically pulls 
thousands of orders from all over the 
country continually. Not inquiries but 
ORDERS by the hundreds. . . quickly. 
\ respectful appreciation and knowl- 
market the 
United States and Canada _ provides 
for all good products ... that will 
save labor, save money and do a bet- 


edge of the enormous 


ter job faster . . . helps enormously. 
We feel that we have to think big, to 
grow big, to do big. 

“Our research has developed Know- 
How on pertinent and vital 
facts that have exerted a profound 
effect on the Order Pulling Power of 
Direct Mail Advertising. For instance, 
there is one colored envelope that will 
outpull five other 151%: 
one particular letterhead 
in combination with one 


many 


colors 
colored 
certain 
colored envelope that will outpull all 
other color combinations 450%. DO 
YOU KNOW what kind of saluta- 
tion will outpull typed-in names and 
addresses 10%: color and type of 
order cards that will pull 100% more 
orders consistently than others; type 
reply cards that will pull more orders 
than air mail reply cards; which of 
the two —unstapled or stapled mail 
pulls 200% greater than the other: 
correct timing between mailings to in- 
crease total return 220%; which mail- 
ing in the outpulls others 
200% : which of the two a 2000 
or 400 word circular will outpull the 
other 45%: mailings to known mail- 
order buyers pull 148% more orders 


series 


A Short, Short Lesson 
In Letter Writing 


as 


l/l Kc 


\ 


REPORTER 





than mailings to a general list? Our 
prospect customer list contains ove 
75,000 known mail-order 
Which day in the week to mail adver- 
tising to produce 25% to 40% more 
orders: 


buyers? 


a certain colored mailing en- 
velope will impel 400% more readet 
attention than any other color: me- 
tered mail outpulls stamped mail 
300%: one colored postage paid or- 
der card will pull 25% more orders 
than any other color; which class of 
mail consistently outpulls first class 
mail 300% ; a good premium offered 
will pull repeat orders for quantities 
up to 50 times original purchase: a 
certain colored envelope with a two- 
colored return address will pull 48% 
greater than other color with one- or 
two-colored return address: 
ored letterhead will 
more orders than other colors: correct 


one col- 


produce 80% 


copy printed on back of envelopes 
will increase order-puiling power up 
to 30%: 
5% to 10% orders every time mailed 


well-written mailers will pull 


over a period of five years without 
one word changed in Copy; you can 
test-mail second product at same time 
and with same postage used to cir- 
cularize another product and increase 
pulling power of both products from 
10% to 25%: 94.6% of mail ad- 
dressed to company name only is 
opened by mail clerk: how to address 
your mail to get 97.3% 
Key Executive. balance by Secret 
and laid on his desk: and did vou 
know that you can start a “pay as 
you go direct-mail campaign with 


$100.00 that will pay its own way 
with orders consistently, that if con- 


opened by 


iry 


tinued will expand and build momen- 
tum to secure national distribution 
reasonably fast? 
“Do you know 
page circular letter pulls more orders 
than the same copy printed on both 
sides of a single sheet? You probably 
guessed wrong for the single-paged 


whether a_two- 


letter printed both sides will consist- 
ently pull 100% more orders than 
the two-paged letter. We have de- 
veloped all these answers and many 
more scientific facts in our direct 
mail laboratory to save our clients 
hundreds of wasted dollars and to 
produce hundreds of orders quickly 
with tax dollars from all over the 
country with postage stamps, eco- 
nomically. Without this knowledge 
mail selling will not be highly suc- 
cessful.” 

Those figures and garbled facts are 
ridiculous. The writer probably made 
a collection of some of the phony 
test result reports which The Reporter 
has criticized many times in the past. 
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Of course, experience helps the pro- 
fessional select what he thinks is best. 
but no one can predict that a certain 
colored envelope will increase returns 
151% over four other colors. All 
such statistics are phoney . and it’s 
a crime to have them bandied about 
so carelessly. 

We hope the professors who are 
teaching advertising to the newest 
generation will read the excerpt given 
here... and tell their students not to 
believe anything they hear or read 
about direct mail which attempts to 
predict in advance what any certain 
combination of formats, colors, etc.. 
will do percentagewise. 

Any arguments on that point? 


FUNNY MONEY 


One of the best monthly newsletters 
is published by the Valley National 


Bank of Phoenix, Arizona, which has 
148 convenient offices throughout the 
Newsletter is titled “Arizona 
Progress.” Editor Herbert A. Leggett 
proves in his editorials that bankers 
can be very human and sometimes 


state. 


humorous, in spite of canards to the 
contrary. 

Bus Reed and this reporter thought 
Mr. Leggett’s description of Funny 
Money deserved a place in the histori- 
cal records of good writing. So read 
it. 

“Money. of itself, is not very amus- 
ing. In fact most people take it quite 
seriously although they sometimes do 
funny things with it. Recently there 
has been a lot of loose talk about 
tight money, indicating that some con- 
fusion exists. So, if you will gather 
round, kiddies, and be very attentive, 
we shall brief you on this complicated 


Ine performers... 


VENUS EXTENDED 


VENUS CONDENSED 


For contrast — specify Venus Extended and Venus Condensed. 
The wide range of weights available in both series provides 
multiple combinations to meet your every need. Only Bauer 
offers you such a broad selection of these versatile modern types 
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VENUS EXTENDED available in light, medium, eats 
extrabold, and in italics in light, medium and bold. 


VENUS CONDENSED available in light, bold and extrabold. 
For complete specimens, see your nearest Bauer Type Dealer 


or write on your letterhead to: 


BAUER ALPHABETS, INC. 


235 EAST 45th STREET, NEW YORK 17, N. Y. 


OX 7-1797-8-9 








This ad set in Venus Extended and Venus Condensed 





READY-TO-USE ART 
PREPRINTED MAILERS 
FOR CHRISTMAS 


Hurry! Get generous free 
samples and prices of these 
time- and money-saving art 
proofs for Christmas. Just 
clip and paste. Wonderful 
for offset. Ready for in- 
stant use and surprisingly 
inexpensive. We'll also in- 
clude samples and prices 
of our Christmas cards, 
Christmas “Longies” and 
Christmas “Vue-Mailers.” 


HARRY VOLK JR. ART STUDIO 
Pleasantville 24, New Jersey 





CUT PAPER HANDLING COSTS 


with 
SORTKWIK 


the invisible finger tip magic for 


COLLATING, SORTING, FILING 


@ Collatins press releases with SORTKWIK 
in Burroughs Public Relations Division. 


So easy to use—SORTKWIK creates 
greaseless, stainless, tacky film on fin- 
gers to pick up papers quickly, easily. 
Saves time, saves fingers from irritat- 
ing rubber fingers and messy sponges. 
Speed of paper handling limited only 
by dexterity of operator. Clerical costs 
g0 down—clerical production goes up. 


Ask your stationer for 
Sortkwik or send $1.00 for 
trial offer of two regular 


size containers = 


LEE PRODUCTS CO. 


DEPT. RD-11, 2736 LYNDALE AVENUE SO. 
MINNEAPOLIS 8, MINNESOTA 





NICHOLAS SAMSTAG 
Director of Promotion for TIME, tells you 


How to get others to 


do and think what 
you want them to 


This is a book for people in advertising 
public relations, merchandising, and all other 
activities whose 
to take an action or adopt a point of view 

he advantage of the promoter 
depth of the art of 
m, its purposes and techniques, its 
contributions and demands, and its rewards 
It is must reading for everyone who wants 


business is to persuade others 


It is an analysis 


© become more effective at winning the con- 


ACCLAIMED BY SOME OF THE 
TOP MEN IN THE FIELD 


EDWARD L. BERNAYS: A brilliant, useful 
book, agile and provocative. I have found 
Stimulation, new ideas and wisdom in this 


niriguing volume 


ERNEST DICHTER, President, Institute for 
Motivational Resear In my opinion, this 
is the first time someone has clearly set forth 
the ‘how to’ of reaching the other person as 


a ‘persuader and strategist 


PERSUASION FOR PROFIT 


By Nicholas Samstag 
$3.75, now at your bookstore 
UNIVERSITY OF OKLAHOMA PRESS 


PHOTO- ENGRAVING 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 





INQUIRE ABOUT OUR lémm SOUN. COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 

. me S. A copy of “The 

Art and Technique of 

Pe Photo Engraving” will 

eid you with your pro- 


duction problems. Send 
$2.00 











HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Of .: Newark, N.J., Allentown, Pa. 


subject. 

“Theoretically money is a medium 
of exchange but we mention this only 
to show that we know what we are 
talking about. Actually business is 
now conducted largely with 1.0.U.’s, 
thus rendering money superfluous if 
not obsolete. However, from shee 
force of habit people persist in trying 
to make money anyway. It is hardly 
worth the trouble. Money is not only 
difficult to come by, but to keep. It is 
here today and gone tomorrow. 

“Money is something which, if you 
haven't any, worries you and, if you 
have any, worries you. It can be tight 
or loose (viz. loose change) hard or 
soft. hot or cold (viz. cold cash), easy 
or uneasy, saved or squandered. 
When money loses value, that is In- 
flation. When it increases in value. 
that is Deflation. When it stays put, 
that is a miracle. When it evaporates. 
that is a calamity. 

“Love of money is supposed to be 
the root of all evil, which sounds in- 
teresting, but you can get into plenty 
of trouble by loving other things. 
Women, for example, or cucumbers, 
or race horses. They also say that 
money talks, but it has a language all 
its own, including the Scandinavian. 
Some people understand it better than 
others, which isn’t fair. All we have 
learned in our lifetime, and all any- 
one needs to know, is this: you can't 
eat money. That is, unless you are a 
goat. Goats don’t appreciate the value 
of money. 

“Bankers still consider money quite 
important. They say it with Musac. 
Bankers are known as money-chang- 
ers, not a complimentary term, but 
someone must do it. Banks also store 
money, rent money, hire money and, 
at times. create money. But that is 
another subject and even more 
complicated. The main thing to re- 
member about money is this: MONEY. 
CAN BE MANUFACTURED, BU1T 
CAPITAL MUST BE SAVED.” 


WHAT IS A LETTER? 


Reporter's Note: There have been many at- 
tempts to describe “a letter” . . . attempts 
dating back to before the Direct Mail Adver- 
tising Association was organized. We found a 
nearly perfect description in a recent edition 
of “Mailway,” monthly newsletter of St. John 
Associates, Inc., 75 W. 45th St., New York 36, 
N. Y. Maybe we shouldn't mention St. John 
folks so often . . . but it just can’t be helped. 
The writer of the editorials (we are not sup- 
posed to reveal his name) is one of the 
soundest thinkers in the direct mail field . . . 
and one of the best writers in it. So pardon 
us while we give you his description of o 
letter. You'll enjoy it. 


It is many things — ambassador 


THE REPORTER 





and advocate. missionary and emis- 
sary, chronicler and counselor, sales 
man and statesman for a letter is, 
and always should be, you. 

It is as direct as a challenge, as dis- 
arming as a diplomat, as personal as 
a request. It can laugh, strut, amuse, 
assure . cheer, confront, congrat 
ulate ... 
propose with the imperiousness of an 
emperor... it can ask with the difh- 
dence of a courtier. It can leap boldly 


offer, urge, request. It can 


to a proposal, lie in wait for a fore- 
gone conclusion, whisper a suggestion, 
plead for a cause. 

To the Postmaster General, a lette: 
is most of the 56 billion pieces of mail 
his department handles in the course 
of a year. 

To the looking for a 
way to open a prospec t's door, a letter 
is a chance to knock ahead of time 

To the retailer, it is a way to let 
his best customers know he has some 


salesman. 


thing special for them. 

To the advertising man, it is a way 
to merchandise an idea. to announce 
a campaign, to register a favorable 
impression. 

To the businessman, it is the way 
to say what he means and have it in 
reach the 


writing to people he 


Vvouwlruwn™Me 


MA 


needs and wants to reach at the right 
time, at the right place, in the right 
way. 
For a 
been, the next best thing to being 
And in today’s busi- 
when being there is as 


letter is, and always has 


there in person. 
ness world 
dificult as it is essential as swift 
and inexpensive a device as a letter 
can put you almost anywhere you 
want to be by this time tomorrow. 
But still, you might ask, what is a 
letter . 
and while no one has all the 
answers, here are a few timely tips to 
use as a checklist when you're facing 
that typewriter. Anyone can write a 
good letter —and everyone should. 
It’s as easy as talking, and you don’t 


about slips of the 


have to worry 
tongue! 

\ letter is a conversation in print 

but remember. it’s up to you to 
keep it moving. 

\ letter is from “you to me” 
but don’t forget to talk to me, rather 
than just al me. 

A letter must not only use the word 
Y-0-1 
line. 

\ letter moves from opening to ac- 
tion short enough to be read, long 


it must express it in every 


'LeEeRS U S E 


CHESHIRE 


LABELING 


EQUIPMENT 


All addressing systems operate more efficiently, accurately 
and economically with the addition of this CHESHIRE 
machine to apply pre-addressed labels to envelopes, post- 


cards and pamphlets up to 11” x 14%". 


Speeds to 10,000 per hour save time, labor and errors. 


Mailers find this equipment invaluable. 


Investigate without obligation. 


FULLY 
AUTOMATIC 





AS REQUIRED BY LAW 
Statement of the Ownership, Management 
Circulation, etc., required by the Acts of 
Congress of August 24, 1912, and March 
3, 1933, of the THE REPORTER of Direct 
Mail Advertising 

Put 
Oct 


M. L. STRUTZENBER( 
f me this 21st day 


Notar I 


CHESHIRE 


‘INCORPORATED 


1644 North Honore Street + Chicago 22, Illinois 





... do it right! 


if it’s worth doing 


Let the members of MASA 
put their professional direct 
mail “know-how” to work 


bettering your DIRECT 
MAIL! 


Write today for 
a FREE roster of 1,000 members 
of MASA — the professional cre- 
ators and producers of BETTER 
direct mail — to: 


mail advertising 


service association 
INTERNATIONAL 


18120 James Couzens 
Detroit 35, Michigan 


Highway 


NOW 
RAPID 


FILM 
LETTERING 


TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex- 
pense of stats. 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 
for reproduction. Mail deliveries any- 
where in U.S.A. Order from Style Book 
DM. Free on request. 


RAPID 
TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 8-2445 





twine, as we 
models 


PRICES NOW. 





SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 

if as tapes and braids can be used. Several 
to choose from. 
MAILING COSTS. WRITE FOR CIRCULARS AND 


LET FELINS CUT YOUR 





TYING MACHINE CO. 


3351 NW. 35th St 
ee we 


FELIN 








e. 


ibi umbre as 


3 | } a Anforalion 


17 


12 EAST 46TH STREET: 
MULTIGRAPH 


PHOTO-OFFSET 
ADDRESSING 
MAY WE SERVE YOU? 


EPENDABII 


NEW YORK 


RA MIMEOGRAPH 
COMPLETE MAILING SERVICE 
MUrray Hill 7-2930 





enough to state its case. 

A letter is never just a statement 
always a piece of persuasion in print. 

A letter “speaks” through under- 
scores, quotes, short lines, indenta- 
tions, exclamations. 

A letter must look clean 
to the eye, appealing to the senses. 

A letter must reflect the character 
of the organization — and the per- 
sonality of the man who signs it. 

A letter must have a sense of im- 
mediacy, an air of urgency, a reason 


inviting 


for action now. 

A letter must capture the imagina- 
tion, appeal to reason, touch the emo- 
tions. 

A letter must be you — if it doesn’t 
sound like you, you're missing the 
unique advantage of writing. 

A letter must have a purpose 
if not. don’t send it.@ 


SHE SHOULD BE “SHOT”’ 
OR SOMETHING 


The following editorial by a Helen 
Ferril originally appeared in The 
Rocky Mountain Herald. But to make 
matters worse, other western papers, 
such as The Daily Sentinel at Grand 
Junction, Colorado, picked it up and 
reran for local consumption, or should 
we say poison. Read it. 


Mail Malaise 

Would you like to force some of the firms 
which take advantage of ihe junk mail rates 
to go first class at least part-time? Here is 
how you can do it. Open all your junk mail 
Look for cards and envelopes on which are 
printed: “Air mail postage will be paid by 
Glutz and Co.” or something similar, and 
drop them in your mail box. The air mail 
cards will cost the companies 4 cents 
apiece. If you stuff something into the en 
velopes and mail them back it will cost the 
companies 6 cents to redeem them. 

| would suggest that cards and folders 
be filled out with fictitious names and ad 
dresses so that if there were samples to be 
given away the cost of postage and packag 
ing would also come out of the firms’ 
pockets, but I suspect there may be a legal 
gimmick which would make such procedure 
against the law, so I won't suggest it. 

I find that many people have been re 
turning these postage-will-be-paid-by cards 
and envelopes, but, so far as I am aware 
there has been no organized movement. We 
are an organized group, let’s do it. Who 
knows? This may be the way to reduce the 
postal deficit! 

Comment: Couldn’t the postal in- 
spectors do something about this? 
It’s supposed to be illegal to use per- 
mit business reply cards or envelopes 
for any purpose other than that in- 
tended. Miss Ferril has done a dis- 
service to all advertising in making 
her screwball suggestion. 
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THE CANADIAN 
PROBLEM FOR 
U. S. A. MAILERS 


Here is an interesting letter from 
William Laughlin of Printice-Hall, 
Inc.. Englewood Cliffs. N. J. He poses 
a problem which has worried a lot of 
U.S.A. Canada. We'll 


pass it along for open discussion. 


“It seems likely this is old stuff. 
but if it isn’t I'd like to propose the 
matter for discussion by your readers 
and possibly for some effort to have 
the Canadian postal authorities re- 
consider their stand. 


mailers into 


“As you know, it is very common 
to secure a mailing list of a few 
thousand names. among which are a 
few dozen or a few score Canadian 


add resses. 


“Given a list of this type to which 
it is proposed to send a mailing con- 
taining U. S. Business Reply Cards 
the dispatching organization can do 
one of several things: a) go through 
the list and kill all Canadian names: 
b) let the unusable cards go out to 
Canadian addressees under the as- 
sumption that recipients will know 
the cards are not sendable post-free 
in Canada and that those who wish 
to answer from Canada must provide 
proper Canadian postage; c) make up 
a separate list of the Canadian names 
and prepare a separate card on which 
a Canadian stamp is to be affixed: 
d) affix Canadian stamps on special 
cards before sending out the mailing: 
e) include a distracting notice in the 
Canadian recipients to 
about their 


mailing to 
alert them 


postage. 


using own 


“Obviously. none of these alterna- 


tives is satisfactory. 


“| raised the question with the U.S 
Post Office as to whether it would 
not be permissible to run a notice 
next to the U. S. Business Reply Card 
reading: ‘If this card is 
Canada a 2 


indicia. 
mailed in 
stamp must be affixed.’ 


“They said: No. 


“I pointed out what they were do- 


Canadian 2¢ 


ing to American advertisers by such 
refusal but you need only 
as to where this got me. They added 
that they had received complaints 
from Canada about U. S. Business 
Reply Cards being deposited up there 
(evidently as a result of U. S. firms 
Method ‘b’ They 


it would cost Canada rev- 


one guess 


following above). 


also said 


NOVEMBER, 





What Do You 
WANT 
for 


YOUR Money? 


Most Sales Managers want to get a higher 
dollar return for the money they spend in 
selling and advertising. 

Dickie - Raymond clients use profession- 
ally-prepared direct mail and sales promo- 
tion to push dollar sales up, sales costs 
down. A lead-getting mailing that cost 
$1500 brought office equipment sales of 
$100,000 plus; a maker of heating-cooling 
equipment broke a tough market by get- 
ting 50% requests for product information; 
for another DR client, a change in direct 
mail strategy cut the promotional cost per 
dollar of business sold from 71 cents to 
less than 7 cents; scientific studies of DR- 
prepared direct mail show as high as 62% 
readership in important business markets. 

Isn’t this the kind of thing you'd like for 
your money? Ask for the Dickie-Raymond 
booklet that describes our services. 


DICKIE-RAYMOND 


Direct Mail Advertising + Sales Promotion Counsel 
NEW YORK, 225 Park Avenue, MUrray Hill 4-3610 
BOSTON, 470 Atlantic Avenue, HAncock 6-3360 





PUNCHED CARD 
ECONOMY 
VERSATILITY 


ADDRESS DIRECTLY 
from PUNCHED CARDS 
to a Wide Range of Material 


Scriptomatic addresses from easily 
prepared CARD masters (IBM, 
Remington-Rand, Samas or ledger 
or index cards) directly to Tape, 
Envelopes, Wrappers or Book- 
lets on one machine. Models 
for every addressing or data 
writing problem. 
Write for File, 
“Scriptomatic Methods” 


SCRIPTOMATIC, Inc. 
300 North 11th Street, Phila. 7, Pa. 


MAILING 
LIST 
USERS 


Let’s Get Personal About 
The List SERVICE Business 


You use lists. You use list brokers. 
You know what you'd like a list 
SERVICE to be. We know what we 
think such a SERVICE should be 
because for years we’ve been in your 
seat, buying lists by the thousands, 
seeing where the average list broker’s 
SERVICE is good — where it lacks 
something. Now we're in the broker’s 
seat and have built our operation 
from the LIST BUYERS viewpoint— 
on a basis of SERVICE, SERVICE 
..» AND MORE SERVICE. 


Here are a few of the highlights 
of our new, highly personal list 
SERVICE. Glance over them, see if 
they don’t jibe with your own idea 
of what a list SERVICE should be. 


SAME DAY CLEARANCE —We 
don’t spare the “horses”, time nor 
telephone when it comes to follow- 
ing up on the lists you've ordered— 
wherever they may be—to see that 
they all converge on your mailing 
house in time to meet your dead- 
line 


CREATIVE RESEARCH That means 
finding new lists for the client who's 
mailed everything”. Nothing we like 
better than to uncover a “sleeper” 
list for our customers. We know 
quite a few such “sleepers” which 
we'd like to tell you about 


INSIDE INFO On the pull of 
thousands of lists—information we 
gathered from the list buyers 
chair. This is “real stuff” that can 
mean hundreds or even thousands 
of dollars to vou— it’s yours as part 
of our SERVICE 


SELECTIVE RECOMMENDATIONS 
-We pick ‘em for you the way 
we'd pick ‘em for ourselves. Rec- 
ommendations are geared to your 
particular promotion — we try to 
make every list count. Remember, 
well aimed shots hit bull’s-eyes 
broadsides only make a splash 


LIST PEDIGREE CHECKING — We 
don’t take everyone's word for the 
alleged age, frequency of correc- 
tion or number of names in a list 
We have developed methods of 
checking these and other important 
points to make sure you get 
exactly the names you ordered 


CONSTANT LIAISON — With you — 
the list house and your mailing 
house plus continuous progress re- 
ports on the status of lists you 
ordered. It’s like having an extra 
efficient production department at 
your call 


2 
3 
4 
5 
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That's just a small part of our 
really personal list SERVICE. It 
takes just a phone call to start it 
operating for you. 


JACK OLDSTEIN 


DEPENDABLE MAILING LISTS, INC. 


LIST BROKERS 


381 Fourth Avenue 
New York 16, N. Y. MU 4-4991 





no 
aq wait! 
yo ENcLOse YOUN Oe OU 
4 ct gure on pescrirt! 


wit JADDER NV inc. 


215 FOURTH AVENUE + NEW YORK 3, N.Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: National Council of 
Mailing List Brokers 











SEND THIS COUPON! It will bring you ¥ 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 





service is FREE. Simply send the coupon 





The MULTIPRESS 


FOR - 
IMPRINTING 
ENVELOPE 
PRINTING 
SPECIALTY 
PRINTING 
WHAT'S YOUR LINE? 
Write Dept. for literature 


B. VERNER & CO., INC. 


52 DUANE ST., NEW YORK 7 BA 7-1466 








ZIP-OPENERS offer 
extra convenience 
and impact . . . get 
attention, action and 
provide “opening 
insurance.” 
ZIP-OPENERS tie in 
with catchy copy 
leading to the 
string and have 
actually increased 
returns as much 

as 20%! 

Let this latchstring 
bid welcome to 
your message. 


Send for free 
brochure and samples. 


rw" DIRECTORY OF ASSOCIATIONS 
EXAMINE FREE FOR 10 DAYS 


ENCYCLOPEDIA OF AMERICAN ASSOCIA- 
TIONS listing 5,162 Trade, Business, Professional 
Wholesale, Retail, Scientific, Educational, Social 
and Fraternal Associations, Societies and Chambers 
of Commerce (local, state) 

Gives address of national headquarters executive 
secretary number of members, staff and local 
groups description of membership and purpose 
Useful guide for research, mailing lists, publicity 
general reference, ete. Price—$15.00. including twe 
supplements 

Sent on approval for day FREE trial examina 
tien. Order from 


GALE RESEARCH COMPANY 


@ neem 1116-21 Beok Tewer, Detrot 2 Michigan 


to cover cost of pack- 
aging and mailing 
* will bring you @ 


SAMPLE 
‘«& CLIPPER 


ART SERVICE 


Single issues sell for $20.00, Your sample 
is a big value, ong Ydea/used can make 
you hundreds of dollars im extra returns. 
Now, the revised 1957 Clipper helps you 
design circulars. bulletins, catalog pages. 
cover pages. adé, posters. house organ 
pages, in fact. amy kind of printing — in 
color, too. Sderes of Rew easier-to-use 
ideas with every issue, 

Published Monthly. subscribers include 
firms file Prudential Life. 1B.M.. Pontiac 
and many @thers you know. Besides sam- 
7 you Mill get sensational new trial 
Her. No ®bligation. No salesman. Attach 

e do to letterh@ad and mail TODAY 
Regia Services. Incy 108 Walnut St. 


Peoria, [linois. 





Direct Mal and Mail Order 


COPY 


@ thot mokes SENSE 
@ thot mokes SALES 
@ thot makes BUYERS wont 
to do business with you 
Write me about your plans 
or probicms 
All details handled by moil 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards Dortnell Gold Medal. . . 
Editor of IMP, “The world’s smallest 

house organ” 





$ CUSTOMERS CRAVE RECOGNITION 


Personalize your advertising with Cal 
Ad-Pads. Your “daily billboard” on the 
buyer's desk for ic per day. Write for 
details and samples 


SATIRE, INC. 
Personalized Direct Mail 





734 No. Brend Bivd., Glendale 3, Calif. 
eeeeeeeceeooeoeoeoooeeoeeeeeee 


enue and when | inquired how, if a 
stamp were affixed, they were slightly 
at a loss but came up with the angle: 
Actually | don’t see 
Post Office can ever 
resulting 


‘too confusing.’ 
how the . S. 
stop complaints from 
Method ‘b,’ short of imposing some 
sort of penalty on any firm guilty of 
Business Reply 
Cards get border! The 
Business Reply Card with an explana- 


HELP 


in addition to making 


letting one of their 
across the 
tory note might stop these 
complaints ... 
the life of U. S. direct mail advertisers 
slightly less ulcerous. 


“What do you think?” 


We'll be 
Bill Laughlin 


method is to separate Canadian names 


glad to have answers to 
. but we told him best 


and place Canadian stamps on return 
envelopes going into Canada. Stamps 
can be purchased from Post Office 
Department in Ottawa, or any Cana- 
dian city. 

mailer had 


Incidentally, one mass 
a grand idea but it backfired. Ar- 
ranged to have a Canadian office with 
Canadian reply permit indicia But 
something happened in the mailing 


room. The Canadian permit reply 
envelopes were accidentally enclosed 


New York ad- 


contusion. 


in the mailings to 
Imagine the 
Worse than enclosing U.S.A. permit 


replies in the Canadian addresses. 


dresses. 


TEN LEADERS IN 
THE GYP PARADE 


According to Kenneth B. Wilson. 
president of the National Better Busi- 
ness Bureau, Inc., these types of pro- 
motions arouse customers to complain 
most frequently. The first three are 
neck and neck for top billing in the 
gyp parade, and the other seven are 
as closely bunched as team averages 
in a hot pennant race 

l. Bait ads. 

2. Fictitious list and comparative 
prices. 
Unsound earn - money - at - home 

schemes. 

High-pressure home-improve- 

ment schemes. 

(Questionable franchise deals. es- 

pecially in vending machines. 

Dishonest debt adjusters. 

advertised obesity 

baldness 


Deceptivels 
remedies and “cures.” 
| nordered-merchandise schemes, 
especially in charitable appeals. 
Questionable coupon book deals. 
Fly-by-night cemetery lot promo- 
tions. 
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Rutes $1.35 per line 85¢ Situation/Heip Wanted Minimum 4 lines 


Address: Classified Dept., 


The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M 

Advertisers Addressing System 

703 N. 16th St., St. Louis 3, Mo 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 E. 40 St 
Vept. 33A, N. Y. LE 2-4751. Est. 1923 





CONTRACTOR 


Contractor, mail sorting 34.66 thoroughly ex 
perienced force. All work performed on your 
premises. Also list compilation. New York City 
area only. Box #113, The Reporter 


MALLING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 


ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 


Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
We Charge ONLY for Addressing” 


Usually Completed within 3 Days). 
Write for FREE Catalogue 


SPEED-ADDRESS KRAUS CO 
42nd St., Long Island City 4, N. Y 
STillwell 4-5922 


Direct Mail Proven Buyers. Over 790,000 Alpha 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus 


Pa 





DIRECTORY OF ASSOCIATIONS 


Lists 6,000 trade, business, professional, fra 
ternal associations and societies of individ 
vals, manufacturers, wholesalers, retailers 
etc. Gives secretary, membership, description 
Excellent source for mailing lists and special 
ized information. Price $15.00. Sent on 15 
day approval. No obligation to buy. Order 
from: Gale Research Co., 1116-21 Book Tower 
Detroit 26, Mich 





FREE LANCE 


FREE LANCE SALES LETTERS 
THAT PRODUCE RESULTS 
AD COPY, MARKET SURVEY 
QUESTIONNAIRES. 
WHAT HAVE YOU! 
WM. CAVANAUGH, 68 E. MAIN ST 
CAMBRIDGE, NEW YORK 





MAILING SUPPLIES 


CARBOFF .. . 3 x 5 Index Cards for mak- 
ing copies of mailing lists . . . while address- 
ing envelopes or letter. Self-copying, carbon- 
less—$1.70 per 1,000 f.0.b. Rochester, N. Y 
Also CARBOFF self-copying papers. Samples 
ond prices on request. 

Waxon-Carboff, Inc. 

8 Commercial St. 
Rochester 14. N. Y. 


NOVEMBER, 1957 


CANADA’S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 





TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font— 
now only 15¢! Easy to set and align—sharp 
est reproduction. Free samples and details. 
A. A. Archbold, Publisher, Box 20740-K, Los 
Angeles 6, Calif. 





MULTILITH, DAVIDSON PLATES 


3 for $10 Postpaid. Offset printing $3 M 
Folding $6 for 10M pcs. Cash with order 
Good work, quick service. ABC ENTERPRISES, 
2107 Market St., Phila. 3, Pa 





WANTED 





Will buy ao mail order business, Seidman, 8248 
Temple Rd., Phila. 50, Pa. 


EQUIPMENT WANTED: IBM CARD FILES (100) 
and allied items for a new installation. Box 
115 c/o The Reporter. 





FOR SALE 


MAIL ORDER BUSINESS, ladies lingerie, bras, 

specialties. Est. 6 yrs. Over 35,000 reg. buyers. 

Growing fast. Full price $35,000.00. Write: 
The Reporter, Box 111 


GRAPHOTYPE: Model 6383. Very good con 
dition. $450. FOB Wash. HARRY J. ABRAMS, 
124 L St. N.E. Wash. 2, D. C. 





TYPING SERVICE 


Addressing cards, envelopes, etc. Pick-up and 
delivery service. Speed and accuracy guaran 
teed. A. A. Letter Service, Bergenfield, New 


Jersey Phone Dumont 4-5030 


HEL? WANTED 





Copy and/or layout men and women. Sup 
plement your regular income. Send somples 
and work history to Box #114, The Reporter 





COPYWRITER DIRECT MAIL 


Excellent opening for experienced copywriter 
in direct mail operations of leading monthly 
magazine. Challenging opportunity for young 
man 25-35 with creative talent who writes 
persuasively and easily—an “idea man” able 
to produce new copy approaches for letters, 
brochures and advertisements, and who can 
handle layout, typography and production 
Knowledge of art helpful. Not interested in 
high-pressure methods, but in effective, inter- 


esting quality presentations for membership 


promotion Location Eastern seaboard In 
resume, please give age, education, experi 
ence and salary requirements. Box No. 112 





OPPORTUNITY FOR 
DIRECT MAIL MANAGER 
WITH TEXAS ADVERTISER 


If you know how to plan, write and execute 
effective direct mail—an opportunity is offered 
you by an aggressive, growing Texas organizo- 
tion, as manager of its direct mail department 
Your responsibility would be to develop existing 
direct mail volume to higher, more profitable 
levels. Your income would be proportionate to 
your success in making department grow. Good 
starting salary. Long established, sound con- 
cern. Excellent living conditions, fine climate 
Write, giving experience and other qualifica- 
tions. All replies held strictly confidential. Write 
to Thomas F. Conroy, c/o Thomas F. Conroy, 
Inc., Advertising Agency, Majestic Building, San 
Antonio, Texas. 





MANAGER 
FOR FABRIC MAIL ORDER 


We are establishing a mail order business 
selling high quality fabrics directly to con- 
sumers. We have valuable contract with a 
leading mill stating that their fabrics will not 
be sold to piece goods dept. of dept. stores 
or dry goods stores. Fabrics will be sold only 
through us directly to consumers 

These fabrics bear well-known prestige trade- 
marks and can be found in all good stores in 
dresses, shirts and other garments. 

We want to employ as head of the company 
@ man or woman who has proven experience 
in selling fabrics by mail to consumers. 
Please submit complete resume, with refer- 
ences, and state salary requirements. All re- 
plies in strict confidence. Box No. 116 











Direct Majil 






aseacsens 
Address-O-Rite Stencil & Mach. Co., W. 23 St, N.¥.C. 10 (OR 5-3240 
Creative Mailing Service, Inc.. wT x * usin. Freeport, N. Y. ( 9-2431) 
Merit Mailers .. 26 Sterling Street, East Orange, 'N. J. (OR 2- ) 
aspacenee MACHINES 
Addressing Machine & Equip. Co.......326 Broadway, N. Y. 7. N. Y. (HA 2-6700) 
Business Machines Co... 19 liiudson St.. New York 13, N. Y. (CA 6-6233) 
Elliott Addr. Machine Co.... - {88a Bivens, S.. Cambridge 39. Mass. (TR 6-2020) 
Mailers’ Equipment Co : 0 W. 15th &t., N. ¥. 11, N. ¥. (CH 38-3442) 
Aoonsssins PLATES AND EQUIPMENT 
The Pengad Companies Pengad Building, Bayonne, New Jersey (HE 6-5625) 


ADDRESSING — TRADE 
Addressing Unlimited Piushing, New York (HI 5-3191) 
© Typing Service, 91-71 lllth St., Richmond Hill 8. N. Y¥. (VI 6-5822) 


ey ge: ART 
0 


A. A. Archbold, Publisher 20740. Los Angeles 6, Calif. (RI 9-0488 


Multi Ad Services 100 Walnut Street, Peoria, Illinols 
Harry Volk Jr. Art Studio, 1401 N. Main St., Pleasantville, N. J. (PL 4620) 
ABVERTINNNS p.- =g-' MATCHES 
Match Corp. of America .. 48th Pi., Chi. 32. Il. (VI 7-2244) 
noventising sreciatties 
Cilcago Advertising Specialties Co. 575 rving Park Ra, Chi. 34, 1). (AV 3-4122) 

Jerry Hawk Advertising Specialties 
1515 N. Cleveland Ave., Canton 3, Ohio ° eevee (GL 6-4541) 
ANALYSIS, PLAN, LIST SELECTION, ru RESULT EVALUATION 
Troy M. Rediun, T. & D. Rodlun, 1832 M S&t., N.W., Wash. 6, D.C. -3433) 


AUTOMATIC macnenn-apeeeeens SERVICE 
Charlotte Letter Writing Co., Inc.. 101 Wilder Blig., Charlotte, N. C. (FR 6-3550) 
Merit Mailers : 26 Sterling Street, East Orange, N. J. (OR 2-3900) 


AUTOMATIC TYPEWRITING 


om 


Commercial Mailings 2330 East 37th Street. Los Angeles, Calif. (LU 9-2442) 

Ureat Neck Leer Service ; 3 Hicks Lane, Great Neck, XN. XY. (UH 2-5543) 

Westbury Letter Service 2001 Wellington Court, Westbury, N. Y. (ED 4-2383) 

BOOKS 

Art & Teh. of Photo Eng. Moran ) ae Co. 44 W. 28, N.Y.C. 1 (MU 9-8585) 

Postal Review Associates. ..........s00. - ..-Battle Crcsk, Michigan 

Meperter @ Mitet Mall .. . 224 iu, Garden City, 
Cordially \vurs .. ccccecccece ; sees occcoce 
Dogs That Climb Trees . : -. Lee 
How To Get The Right Start in Direct Advertising ‘ 1» 
How To Think About Direct Mall... 20.6.6 cccccccuwwes eee 1.00 
How To Think About Letters ......... cescccccese 1.00 
How To Think About Readership of Direct Mail ........ peoce 1.00 
How Direct Mail Solves Management Problems ; 1.00 
How To Think About Showmanship in Direct Mail 1.00 
How To Think About Mall Order : 1.00 
How To Think About ey and Mailing ‘ 1.00 
The Pisin Jane of Direct Mail ............ pecence : 0 
How To Think About Industrial Direct Maii -: - ; 3.00 

 Suanass FORMS 
Alfred Allen Watts Company. Allwood P. O., Clinton, New Jersey 
ore PLANNING 
Catalog Planning Co. 01 W. Soth St., N. Y. 19, N. Y. (PL 17-1967) 
CHRISTMAS STATIONERY 
The Newbern Company 2025 South Cooper Street, Arlington, Texas (CR 5-2207 


COPYWRITERS (Free Lance) 


Gienn L. Anders 14235 Magnolia Bivd., Van Nuys, Calif. (ST 8 aces) 















leo . Bow Jr 1 &. Jackson Miva, Umi. 4, Al, “LA 1 -¥io 

Tom A. Foley 222 Olive Street, St. Louis, Mo. (CI 1 2915) 
Orville BE. Reed "106 N. State St., Howell, Mich. (Tel: 65) 

DIRECT MAIL AGENCIES 

Ahrend Associates, Inc 601 Madison Ave., N. Y. C. 22, (PL 1-312) 
American Mail Advertising. Inc 610 Newbury Street, Boston 15, Mass 
Homer J. Huckley lus N. State St., Chi. 2, ili. (St 2-5558) 
The Buckley Organization Phila — —_ ‘Bidg.., r 


Chase Direct Mail Service Corp i2 E. 46th St., New York 17, N. ¥. 
James Connell & Assoc 606 Mills Bids, Wash. 6, D. C. 
Dickie- Raymond, inc 470 Atlantic Ave., Boston 10, Mass. (HA 6-3300) 











Diekie-Raymond, Inc. 223 Park Ave., N. Y. 17, N. ¥. (MU 4-3610) 
Direct Advertising Associates. 21 East 40th Street, New York 1, N. ¥. (OR 9-0638 
Direct Mail Services ..- 175 Luckie St.. N. W., Atlanta 3, Ga. (JA 3-3398) 
Duffy & Asso Inc vis N. 4th St, Milwaukee 2, Wis. (BR 3-7852) 
General Office Service, Inc 27 6S. N. W., Washi 1, D. C. (NA 8-5348) 
Graphic Service........... ««««e«+sTalbott Building, Dayton 2, Ohio (HE 4-133) 
Warrison Service Inc 210 East 50th Street, New York 22, N. Y. (PL 1-2820) 
Aickey-Murphy Div. of James Gray, Inc.. 716 EB. 45th St.. N. ¥. C. 17 (MU 23-4000) 
KGA 10 East 29th Street, New York 18, New York (EL 5-1530) 
Jom M. Lord & Co 171 Newburry Street, Boston 16, ° aw (CO T-1020) 
Merit Mailers 26 Sterling Street, East Orange (UK 2-3900) 
R. L. Polk & Co 431 Weward St. Detroit * Mich (WO 1-9470) 
Reply-O Products Co T Central Park W., N. Y¥. 23, Y. (CT 5-8118) 

da-letter Blt wa By As Chicago (MO &-@RTR) 
Respondda- Letter New York 36, N. ¥. (MTU 17-6259) 
Richardson -Shaw Inc.. “isos . McNichols Rd.. Detroit 35, Mich. (BR 3-3955) 
The Rylander Co 216 W. Jackson Bivd., Chicago, Ill (RA 6-4760 




















Maxwell Sackheim & Co., Inc 345 Madison Ave., XN. Y¥. 22.N. Y¥. (PL 1-8151) 
Sales ers, Inc. oes ...153 W. 23rd St.. N. ¥. C. (WA 9-2680) 
Sande Rocke & Co., Ine esecepoeses 91 7th Ave., N. ¥. C. 11 (WA 4-1551) 
The Smith Company ....67 Beale St., San Francisco, Calif. (SU 1-6564) 
Lioyd F. Wood Associates 1610 Wise. Ave., N. W., Wash. 7, D.C. (CO 5-9042 
DIRECT aoe ones. Taare 
James Connell & Assot.............. Mills Bidg., We, * D. C. (ST 3-1732) 
Lawrence Lewis & Assoc. .......... 5 Sth Ave., ¥. N. (OR T- ) 
Peter L. Shugart ...... «seems» 8890 W. Pico Bivd., 4% a *.. Calif. {pu 5-5421) 
eee wy EQUIPMENT 
Autlo- AGB. co rcccecs Pulaski R., Chicago 39, Lil. (EV 5151 
B unn Co. *Fe08" . _ oO Ave., Chicago 20, Ill. (HU 3-4455) 
Pemine Mailing a Inc... 1644 N. Honore St., Uhicage 22, Iilinois 
lins Tying Machine ....3851 N. 85th St.. Milwaukee 16, Wis. (HI 5-7131) 
Calculating Machine Co., Inc. . . 2350 _ Washington Avenue, San Leandro, Calif 
National Bundle Tyer (o. ....... ..- Blissfield, Michigan (BL 162) 
PEPE DED sescccecccoeseeesssseceses .Stamford, Conn. (FI 8-2621) 
Seriptomatic, Inc . oo UO NN. ith: st. Phila. 7, Pa. (WA 3-$318) 
Real. O-Matte Machine Mig. Co 145 Hudson St 0 (WA 5- 
B. Verner & Ce 52 Duane Street, New York 7, N. Y. (BA 7 1408 


DIRECT MAIL PRE- re. —4 og hg yf 


Encore Color Process... . East 19th St.. N. Y. (AL 4-3502) 
one. Bare SUPPLIES 
Lee Products Co.... S. Lyndale, Minneapolis &, Minn. (RE 9080 


ELLIOTT STENCIL CUTTING 


Allee Business Service, Inc., 32-15 33rd St., Long Island City 6, N. Y. (AS 8-4302) 

Clear Cut Duplicating Co..... ........ 149 Broadway, N. ¥. 6, N. ¥. (CO 17-3247) 

Creative Mailing Service ...... .460 N. Main St., Freeport, N. ¥. (FR 8-4830) 
ENVELOPES 

OB ccccsegecesese East Liverpool, Ohio (FU 5-4240) 


.P. 0. Box 1267, Atlanta 1, Ga. (TR 6-3686) 
.601 W. 26th St., N. Y. C. 1 (WA 4-4400) 
.397 High St., Dedham, Mass. (FA eC! 

4 a 





. 1483 Keosauqua Way, Moines 14, lows 

ye Corp." eccces 3633 Michigan Ave., Detroit 16, Mich. - 

Cupples-Hesse Corp. ...... 4175 _N. Kingshighway, St. Louis 15, Mo. (EV 3-3700) 
Curtis 1000 Ine. .......... 150 Venques Ave., W. Hartford 10, Conn. (JA 2-1221) 
Detroit Tullar Envelope Co., .. —_ Howard St., Detroit 16, Mich. (TA 5-2700) 
Garden City Envelope Co. : 001 N. Rockwell St., Chi. 18, Ill. (CO 7-3600) 
Gaw-O’Hara Envelope Co 500 x Sacramento Bivd., Chi. 12, Tl (NE 8-1200) 
The Gray Envelope Mfg. Co........ ..55 33rd St., Brooklyn 32. N. Y. (ST 8-2900) 
Heco Envelape Co. .........sees0+ 4500 Cortland St., Chi. 39, IL (CA T-2400) 
Quality Park Envelope Company.............2! 2520 Como Ave., St. Paul 1, Minnesota 
Rochester Envelope Co. ..... T2 Clarissa St., Rochester 14, N. Y¥Y. (HA 2404) 
The Standard Envelope Co. (1600 E. 30th St., Cleveland 14, 0. (PR 1-3960) 
Tension Envelope Corp. .....19th & Campbell Sts. Kansas City, Mo. (HA 1-0092) 
Tension Envelope Corp. ; 270 Madison Avenue, New York 16, N.Y. (L&E 2-6212 
Transo Envelope Co. ..... 3542 N. Kimball Ave., Chicago 18, Ill. (IR 8-6914) 
Transo Envelope Co. . 22 Monitor St.. Jersey City. N. J. (H -1587) 
United States Envelope Co. ........ Springfield 2, Mass. a &-7211) 
United States Envelope Co ° 217 Broadway, N. ( 7-5700) 
Wolf Detroit Envelope Co. ...... 14700 Dexter Bivd., pesrets 82, Mich (pt 1-2221) 

ENVELOPE SPECIALTIES 
Curtis 1000 Inc. .....150 Vanderbilt Ave.. W. Hartford 10. Conn. (JA 2-1221) 
Du-Plex Envelope Corp. ....... 3026 Franklin Bivd, Chi. iz, I, ¢ 8-1200) 
Garden City Envelope Co. ......3001 N. Rockwell St.. Chi,, 18, Il. (CO 17-3600) 
Heco Envelope Co. .......+00e0000. 4500 Cortland St., Chi. a. Th. (CA 17-2400) 
The Sawdon Company, Inc.. .480 Lexington Ave., N. Y. 17. N. ¥. (PL 5-2516) 
Tension Envelope Co. ......19th & tS Sts.. Kansas City 8, Mo. (HA 1-0092) 
The Wolf Envelope Co. ... 1740-81 E. 22nd St.. Cleveland 1, 0. (PR 1-8470) 
FOREIGN MAILINGS 
DeMutater MV phenome ...Willemsparkweg 112, ew Holland 
Sande Rocke & Co., Inc secctacee 91 Tth Ave., N. ¥ . 11 (WA 4-1551) 
Henry Webel & Associates... ° Thornyerett. Scarsdale. N. Y 
IMPRINTERS — SALES LITERATURE 
Merit Mailers .......ses++s- 26 Sterling Street, East Orange, N. J. (OR 2-3000) 
INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Service. on 829 Newark Ave., Elizabeth, N. J. (EL 4-3887) 
Bonded-Nationwide.............. 753 4th Ave., Brooklyn 32, N. Y¥. (SO 8-4819) 
Coupon Service Corp. ........005+ 7 East 18th St., N. ¥. 3, N. ¥. (OR 38-0160) 
Prumeliff Advertising Service ........ Hillen Rd., Towson 4, Md. (VA 3-7290) 
Mailings Incorporated. . ... 55 West 13th St.. New York 11, N. ¥. (WA 9-5188) 
OG aaa 26 Sterling Street, East Orange, N. J. (OR 2-3900) 
Raymond Service, Ine 160 Fifth Avenue, New York 10, N. Y. (WA 4-4100 
West. Emp. Dir. Adv. Co 612 Howard St.. San Francisco 5. Ualif. (GA 1-8500' 
INVISIBLE ae LETTERS & POST CARDS 

M. E. Moss & Co 119 d Ann Street, Hartford 3, Conn. (JA 2-6505) 
Sande Rocke Co., Int........cseescee-seees 91 7th Ave., N.¥.C. 11 (WA 4-1551) 


LABEL aetee 
281 


s 
Potdevin Machine Co...... &., Teterboro, N. J. (HA 8-1941) 





Dennison Mfg. Co. .... Cerceseegsoee Framingham, Mass. (TR 3-3511) 
Alien Hollander Co., jerard Avenua, Now York (MO 5-1818) 
Penny Lahel Co. 9 , St... N. ¥. (BA T-T771) 


Y 
Tompkins Label. Service. . Frankford and Allegheny Des ’ Phila. 34, Pa. (RE 9-6878) 





THE REPORTER OF DIRECT MAIL ADVERTISING 
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LETTER GADGETS 
Hewig Co 45 W. 45th St.. N. Y. 36, N. ¥ 
Rebert Straub & Co lll W. Jackson Bivd., Chicago 4, Ill 


LETTERHEADS 
thographers, 1010 Jefferson Ave 
Chadwkk Square, Worcester 6 


Brunner, Inc., Printers-Li 
Woodbury & Co., Inc 


LETTERS 


Sangamon St Chicago 


Responda- Letter 411 8 E. 
Avenue, New York 36, N 


Respounda - Letter 20 Fifth 


LIST FULFILLMENT SERVICE 


200 8 t 


Columbia 


MAIL ADVERTISING SERVICES (Lettershops) 
CHICAGO 

Deolittie & Co., Inc 32 Dearborn Si. (10 
CLEVELAND 
Cleveland Letter Serv 
Kobert Silverman, in 
DETROIT 


] W. Superior, (13) 
270 Ontar su Cleveland J, Oho 


Advertising Distributors of America, in 834 Bagley 


Advertising Letter Service 2030 Jefferson East, (7) 
Curtis & wu" 6th Floor rae Bidg (26) 
R. L. Polk & 1 Howard St. (31) 
EAST ORANGE. “NEw JERSEY 
Merit Mailers 

Auwomatic Mailing Service 
HOUSTO 

Premier Printing & Letter Ser 
LOS ANGELES 

hrupp's Adv. Mailing Serv 
MARION, OHIO 

Fulfillment Corp. of America 81 W 
MiLW 


26 Sterling Street 
Elizabeth, J 


Texas Ave., (2) 


Center 
The Carr Corporation 1319 orul sird Milwaukee 12, 
MONTREAL, CANADA 
Commercial Letter & Litho In 
NEWARK, NEW JERSEY 
Automalic Pe Service 
NEW YORK CITY 
vty Sali ng Serv In 45 W. 18th St 
Ambassador Letter Serv. Co. 11 Stone St., (4) 
Cardinal Direct Mail Cory Broadway, (4) 
Century Letter Co., Inc 2st i. (19) 
Ohase Direct Mail Service Cory l E 6th St York 17 

Mary Ellen Clancy Co 250 Park Ok (ay) 
Coupen Service Corp 

Flite Letter (Cr Ine 

Mailings Incorporated 

Mailograph Company In« 

The St. John Assoc. Inc 

Surety Letter Service 

Tyme Letter Serv. Corp st 19th 
PHILADELPHIA 

Connelly Organization, Ine 1010 Arch St., (7) 
Woodington Mail Advertising 8 1304 Arch St.. (7) 
PITTSBURGH mm 

Adverisers Associates Inc 1627 
ROCHESTER 

Aver & Streb 

SAN FRANCISCO | 

The Letter Shop 
WESTFIELD, NEW JERSEY 
Unien County Business Bureau 
OSLO /NORWAY 
Ekspedisjensentraien A. 8 


St. James St. West 


60 Belmont Ave., (5) 


St., 


Penn Ave., (22) 
15 South Ave., 
67 Beale St 


Elm S8t. 


MAILING LISTS — BROKERS 
Archer-Hennett List Service, Inc.....140 W. 55th St . 19, N. ¥ 
The Coolidge Co . 125 East 23 St : c. 10 
Vepenuanie Mailing Lists Inc S81 4th 4 sa ¥. ¢ 16 
Watter Drey, Inc 333 N. Michigan Ave., Chi. 1, IL 
Walter trey. Inc 257 4th Ave... N. ¥. 10, N. ¥ 
Dunhill Int'l List Co Inc > East Washington St. Chicago 2, Ill. 
Guild Co ee ..- 180 Engle &t.. Englewood, N. J 
Walter Karl, Inc 23 6th St., N. ¥. 10, N. ¥ 
Lewis Kleid Co 25 West 45th St., New York 36, N. Y. 
Willa Maddern, Inc 215 4th Ave., N. ¥ Be 
Mosely Mail Order List Serv 38 Newbury St., Boston 16, Mass 
Names Unlimited, Inc 352 Fourth Avenue, New York 10, N. ¥ 
D. L. Natwiok Co. 136 W. 52nd Street, New York 19, New York 
People in Places, Inc 167 East Sard St.. N. ¥. 146. N. Y. 
Planned Circulation 19 West 44th St., New York 36, N.Y. 
William M. Proft Associates 585 Main St., East Orange, N. J. 
Roskam Advertising 1430 Grand, Kansas City 6. Mo. 
Sanford Bvans & Co., Ltd., 156 Lombard Ave 
William Stroh. Jr 568-570 54th St West 
James FE. True Assox 419 4th Ave N. Y¥. 16, 


New York, N.J 
N. ¥. 


MAILING LISTS — BY SUBJECT 
SOURCE: COMPARE NAME IN 
BELOW OF COMPILERS & OWNERS 
Direct Mail Users ocee 18,500 
Dog Owners List . over 2,000,000 


FOR LIST 
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(OR 3- 3288) 
(HA 1-6469) 


Winnipeg 2, Manitoba, Can. (92-2151) 


(UN 4-4800) 
(MU 9$-0050) 


PARENTHESIS WITH LISTING 


(Western Empire) 


Fund Raising Lists coves .-(Wm. M. Proft Associates) 


_Midwest and Western States 


New Car Buyers......... esece 
Pet supply jobbers, 150 Cat breeders, 6M. 


Pet Shops, 4000; 


.(Gile Letter Service) 


(All Pets) 


Public Relation & Promotion Lists . . (Wm. M. Proft Associates) 


MAILING LISTS — COMPILERS & OWNERS 
1308 Jericho Tpk 
120 Liberty St, } 6, N. 
... 806 Lexington Ave., N. Y¥. 21, N 
74 Darling Place,Fond du Lac, Wisc. 
613 Willow St., Port Huren, Mich. 
Bodine’s of Baltimore 501 E. Preston St., Baltimore 2, Md. 
Bookbuyers Lists . 363 Broadway, N. Y. 13, N. ¥. 
Boyd's City Dispatch, Inc 24 . 23rd St., N. ¥. 10, N. ¥. 
Buckley-Dememt . . 555 < Bivd Chicago 6, IL 
Catholic Laity Bureau . 5 ’ § S., N. ¥. 36, N. ¥. 
Creative Mailing Service N. Main St.. Freeport. N. Y. 
Directory of Assns. Gale Research Co. 1116 Book Tower,Detroit 26, Mich. 
Walter Drey, Inc. 333 N. Michigan Ave., Chi. 1 Il. 
Walter Drey, Inc . . .. 257 4th Ave., N. Y. 16, N. ¥. 
Dunhill International List Co. 565 Fifth Ave., N.¥.C. 17 
Drumeliff Advertising Service, .. Hillen Rd., Towson 4, Md. 
E be ar at 1 
E—Z Addressing Serr a3 ‘Washington S.. N. ¥. 6 Y 
Fairchild Lists, Fairchild Publications Inc 7 E. 12th St 
Gile Letter Service..723 Third Avenue South Minneepelis 
Fritz 8S. Hofheimer 28 E. 22nd oa 
Industrial List Bureau eeccese ee 


Active Equipment Supply 
Albert Mailing Lists 
Allison Mailing Lists Corp 
All-Pets Magazine, Inc 
Associated Advertising Serv 


Webster, Mass. 


New Hyde Park, N.Y.(FI 3- 
a i YY, (RE 2 


(HA * 9492) 
(AL 5-5252 

(FE 3- 3471 
(OR 4-840) 
(WE 2780) 


Jewish Statistical Bureau 320 Broadway. New York 7, NX. Y. 
Market Compilation Bur Ventura Bivd Ilo sIlywood, 

Merit Mailers Sterling Street, hast Uiange, N 
Official Catholic Directory -»» 12 Barclay St., N. Y. 8, N. Y¥. 
Palmer Lists 2432 Grand Concourse, N.Y.C. 58 
Paramount Mailing Lists 77-14 138th St., Flushing 67, N. Y. 
R. L. Polk & Co . . 431 Howard St.. Detroit 31, Mich. 
W. 8. Ponton, Englewood, N. J. ( 
Precision Equipment Co 3716 Milwaukee Ave., Chicago 41, Ili 
William M. Proft Associates 585 Main St., East Orange, N. J 
R. L. Rashmir 11834 "Ventura N. Hollywood, Calif 
Reporter of Direct paeit Adv. ? st., Garden City, N. Y¥ 
Research Projects, In 55 13th St.. New York, N. Y¥ 
The Speed Acdress Co. . 48-01 42nd St., Long Island City 4, N. Y. 
William Stroh, Jr 568-570 54th St., West New York, N. J 
W. E. Watson Corp 23 Hanse Ave., Freeport, N. Y 
Zeller and Letica, Inc 15 East 26th St., N. Y. 10, N. ¥ 


MAIL ORDER AGENCIES 
606 Mills Bidg., Wash. 6, D. C 


MAIL ORDER CONSULTANT 
& Assoc 606 Mills Bidg., Wash. 6, D. C. (8ST 3 
Nellner & Associates, 431 S. Wabash Ave., Chicago 5, Ill. (HA 7 


NORE FAT eUReae—asoesomne a mt | ‘ agsemones 
Pollard-Alling Mf 1g s N ll, N. Y. 3-0692) 


MATCHED STATIONERY 
19th & Campbell Sts., Kansas City, Mo 


MERCHANDISE FOR DIRECT MAIL 
shiand Div. Elec. Eng. Prod Mdse. Mart, Chicago 54, Ill 


MIMEOGRAPH MACHINE 
Addressing Machine & Equip. Co 326 Broadway, N. Y. 7, N. Y¥ 


MIMEOGRAPHING-OF FSET 
irety Letter Service East 42nd Street, New York, N. Y. (MU 2-5377) 


: MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Co S. Wells Street, Chicago 6, IL. (ST 7 
Mack Type Co., Inc.... ‘ ‘55 Fulton St., N. ¥. 7, N. ¥. (BE 3-14 


. OCCUPANT MAILING LISTS—LOCAL & NATIONAL 

Advertising Distributors of America, Inc 834 Bagley Ave., Detroit 26, Mich 
Merit Mailers °6 Sterling St Fast Orange, N. J. (OR 2-8000) 
West. Emp. Dir. Adv. Co 612 Howard St., San Francisco 5, Cal. (GA 1-6500) 


PACKAGING 
Coupon Service Corp 37 East 18th St i= & &. & 
Merit Mailers 26 Sterling Street, East Orange, N. J 


PAPER MANUFACTURERS 
American Writing Paper Corp 
Appleton Coated Paper Co. 1250 N 


Byron Weston Company 
Curtis Paper Company " Newark, Delaware (NE ‘s- 
Eastern Corporation Bangor, Maine (Tel: 8221) 
Fraser Paper, Limited 420 Lexington Ave., N. Y. 17, N. ¥. ( 2-0580) 
: (IV 3-3160) 
4-Tlel) 


w. ¢ Hamilton & 
Kalamazoo 99, Mich. (FI 5-1163) 


Hammermill Paper C crie, "Pa. (Tel 
Hawthorne Paper Co.... .-Kings Highway, 

. Huiman Bidg., Dayton 2, 
220 E. 42nd - N. ¥. 17, N. ¥. 


Howard Paper Mills. Inc. 
Wisconsin 


International Paper Co. ee 
Kimberly-Clark ( ‘orporation | ee 

118 West First Street, — 2. 
Neenah, Wis. (Tel: 


Mead Papers, ‘ 
Mohawk Paper Company 
Port Edwards, Wis. (Tel: 
Ypstianti, Mich. (HU 2 2600) 


Neenah Paper Co. 
Nekoosa - Edwards Paper Co 
Kalamazoo, Mich. (FI 2-0151) 
(He 47) 


James Connell & Assoc 


James Connell 


Herbert L 4144) 


Tension Envelope Corp (HA 1-0092) 
(DE 17-0717) 


(HA 2-6700) 


(OR 3-0160) 
(OR 2-3900) 


o, Mass 
Meade S8t., (41454) 


. -Holyok 
Appleton, Wis. 
Dal 


Peninsular Paper 
Rex Paper Co ° ‘ 
Rising Paper Co. . 2° . . Mase 
The Sorg Paper Company ... ° Middletown, Ohie 
Wausau Paper Mills Co lll W Chicago, TIL (FI 6-4786) 


PERSONALIZED otager MAIL 
0 No. Brand Bvid, 


, PERSSRALIZES mee GRAMS 
Tth Ave., N.Y¥.C. 11 (WA 4-1551) 


ao eS MaRAvens 
Horan Engraving Co Inc 28th St.. New York 1, 


PHOTOGRAPHERS 
165 West 46th Street, New York 19, N. Y. (PL 1-0233) 


"Wash ington, 
Glendale 3, Calif 
Sande Rocke & Co., 
N. Y. (MU 9-8585) 


JIJK Copy Art 


Pour CARDS 
Encore Litho, Inc... .-52 East 19th 8t., 
Plastichrome-r, by Colourpicture Puolishers 
390 Newbury St., Boston 15. Mass 


N. ¥. 3, N. ¥. (AL 4-3502) 
17-7500) 
PRINTING — OFFSET LITHOGRAPHY 
eee 52 East 19th St., N. Y. 3 
i244 White Street, New York 13, 
91 Tth Are., 
LETTERPRESS & LITHOGRAPHY 
26 Sterling Street, East Orange, N. Y. (OR 2-3900) 
Paradise, Pa. (OV 17-3209) 
SALES PROMOTION COUNSEL 
James Connell & Assoc.... 606 Mills Bidg., Wash. 6, D. C. (ST 3-1732) 


4-3502) 
5-7385) 
4-1551) 


Encore Litho 

Largene Press 

Sande Rocke & Co., Inc 
PRINTERS — 

Merit Mailers . 

Paradise Printers 


SEASONAL STATIONERY 
National Creative Sales Inc 18 E. 48th St., N. Y. 17, N. Y¥. (BL 5-0025) 
Arthur Thompson & Co. 109 Market Pl., Baltimore 2, Md. (PL 2-4806) 


SIGNS — PREsgererwees 
.P. 901, Newark 1, 


SUBSCRIPTION FULFILLMENT SERVICE 
Fulfillment Corp. of America, 381 W. Center St., Marion 0O. 
Globe Fulfillment Capenten.. 148 W. 23rd S8t., N. Y. C. 
Merit Mailers .. Sterling Street, East Orange, N. J. 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co. 9900 Clinton Rd., Cleveland 9, O. (AT 1!-4122) 
The Henry F. Henrichs Publications, The House of Sunshine...Litchfield, Ill. (296) 


Stewart Signs New Jersey 


TRADE -y er 
Direct Mail Advertising Assn E. 57th St.. N. Y. C. 22 (MU pated 
MABA International 18120 donee Gouzens, Detroit 35, Mich. (UN 4-354 
Nat'l Council of Mail. List Brokers, 55 W N. Y. 36, N. ¥. (PE 6-061 


TYPE FOUNDRY 
235-247 East 45th St., New York 17, 


42nd 8t., 


Raver Alphabets New York (OX 7-1797 


TYPOGRAPHERS 


Rapid Typographers, Inc... 305 East 46th St.. N. Y. 17, N. Y. (MU 8-2445) 


VISUAL PRESENTATIONS 
Direct Advertising Associates 21 Bast 40th Street, New York, N. Y. (OR 9-0638) 





AN APPEAL 
WHICH BACKFIRED 





A Chicago company and four ex- 
ecutives (including an attorney) were 
indicted by a Federal Grand Jury for 
using the mail to defraud. Company 
mail and salesmen were using decep- 


New York, N.Y. 


mailing lists corp. 


PRODUCING 


tive pitch and recipients of “free” 
gifts were pestered with high-pressure 
dunning letters. 

One of the letters said in part: 
“We regret the circumstances whereby 
you have caused us to pay our worker 
on the strength of your signature 
through the mail, and we ask you to 
please read the attached Postal Reg- 


ws Aliion 


tive names. 


Top U. S. Executives at 
The 500 Top U. S. Cor- 
porations with execu- 





HOME addresses. 





/ 
Want details? Write to Jonathan 


K— 
806 Lexington Ave 


~ 


ulation. which must be enforced on 
vou as well as ourselves . . . To avoid 
an embarrassing situation with local 
authorities. we ask you to send by 
airmail, a payment bringing your 
account up to date.” The enclosure 
read: 

Please Note! U.S. Postal Regulation 

The Federal Postal Laws are strict in re 


gard to use of mails to defraud 
The 1940 issue of P. L. & R. Section 2350 
GIZMOS reads in parts as follows: “Whoever having 
devised any scheme or artifice to de 
7 GADGETS fraud, or for obtaining money or property 
GIMMICKS by means of false or fraudulent pretenses 
or representations SHALL, for the pur 
pose of executing such scheme or 


JUST woe attempting so to é, place or cause to be 


placed any letter, postal eard writing 


DIRECT MAIL “KNOW HOW” in any post office, or station thereof, ot 
SERVICE QUALITY CAPACITY street or other letter box of the United 
States to be sent or delivered by the 
post-ofice establishment of the United 
COMPREHENSIVE SERVICE UTILIZING States. or shall knowingly cause to he 
EVERY UANUAL AND RAND SUPLIATINS delivered by mail according to the direction 


Pp , 
nanan glee AUTOMATIC MASS thereon any suc h letter, postal card 
, ! y 
S.SUO.S08 WEEKLY writing shall be fined not more 





will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
| TESTED IDEAS and TECHNIQUES 
| gathered from 20 years’ experience — to 
| bring you added profits year after year. 
j Step by step, this informative Book an- 
| swers your questions and shows you how 
to find overlooked profits from your mail- 
ing lists. Send today for your FREE 
| COPY of “How to Double Your Net 
| Profits from Your Mailing Lists.” Just 
attach ad to letterhead or business card. 
No > pana 


than one thousand dollars, or imprisoned 

no* more than five years, or both.” 
The joker in the case: The officers 
RAYMOND SERVICE, INC. of the company were indicted under 
160 Fifth Avenue. New York 10. N. ¥ the same Federal Postal Law which 
Ask For they used in their letters to scare the 
SAL GALLO or HENRY BERN deceived purchasers of their products. 

Served them right! 


j Dept. R-46 

jc osely MAIL ORDER 
| Liste Foonuien tan’ 
stall Order List Headquarters 
! 


WwW = kins 4-4100 


6, Moss. 
“Mosely sends the Chocks” 


a I 


(In salesmanship as well 


If youMAILtoEUROPE... as direct mail) 
SALES LETTERS — the economy of having your 


stter » a “ printing and mailing done on the Con- 
Letters with “instantoneous appeal, uent. Mowewesh, feader’s Bipest end One of our salesmen called on a 


that beckon to be read, that impel and . - 
sell. One series 30 years old. Send for = \. fh. Times have discovered big prospective buyer at the close of 
sor i] ™ 
= ease write on letterhead Write for information—no obligation a busy day. When our boy had been 


“Chat Fellow Bott’’o Willemsparkweg 112 admitted to his presence, the great 


Leo P Bott, Jr., 64. Jeckson, Chicego DeMutator M. V Amsterdam, Holland one said: 
“You should feel honored, young 


Seeeececcecseseceoseseseeee man. Do you know that today I have 


CUSTOMERS CRAVE RECOGNITION § refused to see seven salesmen in your 


Personalize your advertising with Club If you use form letters in lots of 25 copies line of business?” 
=e a ae pads. Your Golly to 100,000, you'll want to see these clever, “y , I k ” aid h “P 
yiliboard” in t ° buyer's pocket, for Ic 4-color, preprinted letter-sized forms that es. now, said our hero, m 
per doy. Write for details and samples get ANY message off to a flying start; com them!” 
SATIRE, INC. mand attention and respect! FREE cata. : 
Pessenaiinnd Disest tall ue. Write to NATIONAL CREATIVE SALES, From Hello, monthly newsletter of Bob 
734 No. Brand Bivd., Glendale 3, Calif. 1030 Leggett Ave., New York 55, N. Y. Waters (insurance) 116 Maple Drive, Fay- 


eeeeeeeeceeeeeeeserneeeee etteville, N. Y. 
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WEEK IN NEW YORK following the MASA and 
DMAA Washington conventions was busy and pleasant. 
Trying to cover as much ground as possible, we had dates 
for every breakfast, lunch and dinner. Couldn't get in out 
old hangouts of either the Statler or Roosevelt (on ac- 
count of buyers coming to town) so Mack Beresford 
(James Gray, Inc.) got us fixed up at his hotel . . . The 
Royalton at 44 West 44th Street. That will be our hang- 
out from now on whenever we go to New Y ork. De- 
lightful! 

it was built by Stanford White about the same time as 
he constructed the Park Avenue mansion which houses 
the New York Advertising Club. Originally intended as a 
hac helors residence e « « ROW occupied primarily by 
mixed permanent guests, such as Mack, who has been 
there eleven or so years. His apartment is out of this 
with tricks and enough hi-fi equipment 
to start a store. Rheostatic lights yet . . . 
or dim in tune to the mood of the stereophonic music. 
Finally got to see the film version of the Tonight tele- 
vision program which took a tour of the Gray plant. 
Good job of explaining what's behind direct mail. 

Lucky dates allowed us to attend first Fall meeting 
of Hundred Million ( lub where we saw most everybody 
we might have missed (from New York) in Washington. 
Speaker Harry Hites was terrific (as you'll see on page 
20 of this issue). Reminded me of the early days of HMC 
when Bob Collier. Fred Stone and Eric Brandeis were the 
guiding lights. Meetings were “closed” affairs, then. Only 
users. All remarks confidential. This reporter wasn’t 
The members raised 
cain with each other. Let down their hair. In recent years. 


world . 
which go bright 


allowed to attend for many years. 


with enlarged membership and reported proceedings, the 
club has gotten to be too much of a back-slapping affair 
with speakers emphasizing how good they are rather than 
revealing their mistakes or weaknesses. Harry Hites 
changed all that in one meeting. Fred Stone and Bob 
Collier, if still alive. would have been proud of him. Hope 
the new administration under Bob Fenton (with Pete 
Hoke as program chairman) will solidify the trend back 
to the original purposes. Give the deception users a public 
spanking. Clean up mail order operations from the inside. 


SOMEBODY OUGHT TO SAY a good word for the 
railroads. They've been kicked around quite a bit from 
a public relations standpoint. We've been flying back and 
forth for so long, we came to think of airplanes as just 
natural traveling. But this year, on account of luggage 
and stuff, decided to take the Seaboard Railroad going to 
convention and returning. It was like regaining a for- 
gotten or lost luxury. Luxury of comfort, calm and con- 
tentment. Enjoyed every inch of the 2,500-mile journey 
. . the lazy and good meals, the time for reading . . 
and especially the unhurried return to normalcy coming 
home. 


MOVEMBER, 1957 


FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


COMING BACK on the train . . . read a book on hi-fi 
which Mack Beresford got us. Supposed to make it simple. 
\ little too deep for me . . . but we learned from one part 
why we got so tired at the conventions and in New York 
(age is not only factor). Sound is measured, according 
to the book, by decibel points of some kind. The area 
of audibility (when you can just begin to hear sounds) 
is measured by a figure like .QOO00000001. Living in the 
country, as we do the year round. our DB rating is 
around 24 or less. That is relatively quiet. An increase 
of six DBs represents a jump of four times in loudness. 
As DBs increase. loudness is measured approximately 
logarithmic. A New York office could be 50 times noisiet 
than our office in Clearwater. We doped out by the chart 
that the DB rating of The Reporter suite at the Sheraton 
Park was just about the equivalent of hammering on a 
steel plate two feet from the ear. or a DB of 100. Riding 
in a New York taxi is around 95 DB. or getting close to 
the so-called “Threshold of Feeling” where you actually 
suffer physical pain or go nuts. So we finally found ow 
what makes us so tired at a convention. It’s the DBs . . . 
not the DTs. It sure was nice to get back to a lowly 
24 DB. 

For further information on the subject read “High 
Fidelity Simplified” by Harold D. Weiler (John F. Rider 


Publisher. Inc.: $2.50). 


HARRY PORTER, retired from Harris-Intertype but 
still busy. happened to be in New York on our last day. 
He took us down to the Seaboard Silver Meteor after a 
lunch at Scribe’s with old friend. Howard Hovde of Eco- 
nometric Institute. Going down in the taxi, Harry told us 
about a pitch he has used in some of his talks with sales- 
men and such. It’s worth repeating. He describes Co- 
operation as a fine, even mixture of loyalty, harmony 
and unselfishness. A good speaker or essayist could talk 
or write for hours on each of the components. We've been 
thinking of Harry’s description while reading about Little 
Rock. the Russian Satellite: how the Finance Minister of 
the new Republic of Ghana was denied a meal at a 
Howard Johnson restaurant in Maryland: and while 
mentally reviewing association affairs and conventions. 
It’s possible that what the world needs is more coopera- 
tion of the loyalty, harmony and unselfishness variety. 
Wonder what would happen in world affairs if we took 
a different tack? We are supposed to be a nation of good 
sportsmen. A losing tennis player doesn’t shout belittling 
epithets at his victorious opponent. He shakes hands. The 
bedraggled Yankees didn’t physically murder the Mil- 
waukee Braves. Casey Stengel went to Fred Haney’s 
quarters and congratulated a winner. I may be investi- 
gated by the Un-American Activities Committee . . . but 
| have a hunch that our administration, the Congress and 
the newspapers have been all wrong in the handling, or 
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fumbling, of the satellite problem. Would the world go to 
pot if we had acted like sportsmen and if official U.S.A. 
and the press had congratulated immediately the Russian 
scientists for their contribution to outer space explora- 
tion? Instead, we condemn them and view with alarm. 

1 worked with a bunch of Russian munition inspectors 
before World War |. They were the most contrary people. 
Later on, they were exposed as German spies. But some 
of us supervisors discovered that these Russians loved 
apples and oranges. So we all took apples and oranges 
in our lunch pails and handed them out casually to the 
Russian inspectors. It was wonderful how much better 
we got along. especially on the midnight shift, even 
though they were usually unpredictable. 

We've gotten to a point as a nation where we con- 
stantly carry a chip on our shoulder. Everything the 
Russians do, or a Russian does, is wrong. We call them 
bums and they react as bums. And while we try to sell the 
rest of the world on “our way of life.” we react as bums. 
I don’t want to stir up any controversy among our ranks 
as I did about a year ago . . . but Little Rock is making 
monkeys out of all of us. It’s hurting business, too. Con- 
fidential reports from New York and other centers reveal 
that mail order returns are actually off just about 50% 
.. . following very successful summer testing. The falloff 
is blamed by unquotable experts on the disgrace of Little 
Rock, the hullabaloo over the satellite and the consequen- 
tial sinking of the stock market. 

If the Russians have read (as they surely must have) 
Nevil Shute’s book, “On the Beach,” they probably will 
do their damnest to avoid total war. If ever cooperation 
was needed it's needed NOW. And right here in 
America. 

The sad part about the Little Rock and similar situa- 
tions is that the rabblerousers and irreconcilable crack- 
pots mostly come from the Bible-toting, hymn-singing 
sections. Most of the leaders of the Supreme Court oppo- 
nents are deeply religious men. One of the top-tops of 
such neither smokes nor drinks, and teaches Bible classes. 
When he recommends disobedience with the laws of the 
land, he forgets that in the Bible he carries and flaunts 
so publicly . . . Jesus Christ is quoted as saying, “Suffer 
the little children to come unto me, and forbid them not; 
for of such is the kingdom of God.” According to history, 
He was speaking to a motley group, not all of which were 
of “white supremacy.” 

Of course, it’s a serious situation in the South. You 
can't expect to take an ill-clothed and ill-treated; poorly 
fed, housed and educated group of people and inject them 
overnight into a society bred in a tradition of superiority. 
But if we are going to sell the world on the “American 
way of life,” we'll have to find some sane way to make 
true democracy work. We can’t have any more Faubuses 
lousing up the works. As Leo Bott of Chicago opines, 
the word “Faubus,” either as a noun or verb, will prob- 
ably wind up in the dictionary as other personal names 
in history have. “To faubus” will mean “lousing up the 
works.” 

Cooperation, as defined by Harry Porter for salesmen, 
may be the only solution to our very serious problems. 
Sermon ended. Better get back to work. If we can, that is. 


SPEAKING OF CONVENTIONS just once more . . . 
Lloyd Wood, who was chairman of steering committee 
for successful Washington convention, wrote me that he 
was thinking of authoring a manual for the guidance of 
Kurt Vahle of St. Louis and other future steering com- 
mittee chairmen. | told Lloyd to conserve his energy and 
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not waste the time . . . for the job has already been done. 
An old friend of mine (from World War II days) is now 
vice president and director of public relations of Republic 
National Life Insurance Company, Dallas, Texas. He 
has staged hundreds of conventions all over the country. 
Last year, he wrote a manual for the guidance of mem- 
bers of his company who at times were faced with stag- 
ing a company sales convention. It was such a good job 
that other company officials insisted on putting it in 
book form. It is now just that. Titled: “So . .. Youre 
Going to run a Convention!” . . . by Jack R. Morris. 
Eighty-three pages of delightful but hard-boiled informa- 
tion from A to Z. We've asked Jack to send copies to 
Lloyd Wood, Kurt Vahle, Ted Bihler and Arthur 
Burdge, who will be doing the worrying for the St. Louis 
convention September 10 to 12, 1958. They will find most 
of the answers on how to plan and run a smooth con- 
vention. Of course, Jack Morris’ book is slanted toward 
company conventions. The DMAA can use his outline 
for general handling and simply add attendance promo- 
tion and exhibit sales details. Understand Republic 
National Life is distributing extra copies of this valuable 
hook as a goodwill gesture. Every association secretary 
or convention manager should have one. 


I GET A KICK every time “Winners & Sinners” 
appears in the mail. It is a two-page internal bulletin 
issued occasionally by the editorial staff of The New York 
Times. Only a few outside people, such as this reporter, 
are allowed on the mailing list. The bulletins give pats 
on the back to well written Times news stories or heads 

. but also hand out scornful pokes at sloppy reporting 
or ungrammatical phrasing. For instance, this item of 
censure: “Cliche: “The matter was brought to a head 
(Aug. 31). When 


last Monday when Arthur C. Ford... ° 
you stop to think of it, this is not only a cliche but a 
rather repulsive one. To bring to a head means to sup- 
purate, or cause pus to form.” Wish we all had such 
friendly critics as those who compile “Winners & 


Sinners.” 


NORTHERN VISITORS have started arriving. Much 
earlier than usual. Fred Irby of AFA in New York was 
here, but we missed him while shopping. One of the first 
(after conventions) was Frank Sohl, printer extraordi- 
nary of Githens-Sohl in New York. He brought along his 
former customer, Val Schmitz, retired advertising director 
of Schaefer Brewing Company, who has just bought a 
new home near us. The Sackheims are a-visiting their 
nearby Harbor Bluffs home, getting it ready for the 
winter season. Jack and Boody Smith from Gloucester 
are on the way down to occupy a winter home just a 
couple blocks from us. We'll get a Clearwater direct mail 
club organized one of these days. 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 
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WHAT’S IN THESE PINS THAT MAKES 
PRINTING MORE STRIKING? 


What keeps these pins looking new 
game after game? Hardwood. What's 
the secret of making finer bond paper? 
Hardwood, if you can find out how 
to use it. And Hammermill has—with 
an exclusive pulp called Neutracel* 
which unlocks the secret of hardwood 
to make fine paper finer. 
Hammermill blends Neutracel with 
other quality pulps to make finer 
Hammermill Bond than was possible 
with softwood alone. Neutracel knits 


all the fibers together more closely — 
smooths out the tiny “hills and valleys” 
that the surface of most papers have 
You get a smoother, more velvety 
surface, a better background for 
your printing. 

Neutracel contributes greater opacity 
to minimize show-through. And 
Neutracel gives Hammermill Bond 
extra bulk and a heavy “feel” —adds that 
extra touch of quality to business 
correspondence and sales letters. 


Ask your printer to show you sam- 
ples of Hammermill Bond and other 
Neutracel-content Hammermill papers. 
Whatever grade you choose for the 
specific job, you'll find that the im- 
proved Hammermill papers add extra 
impressiveness to your business and 
advertising printing. Hammermill Paper 
Company, Erie, Pennsylvania. 


Ask your printer for 


MMERAG, 
WP BOND 


with Neutracel’s finer fibers 





a BIG part 
of OUR 


Business 


Corral-ing Mailing Nixies 


Direct Mail users know the “Nixies”—House No. Changed— 
No Box — Outside City Delivery —House Torn Down—No 
Such Number — Unclaimed. We corral the Nixies . . . keep 
them out of our mailing lists by constant revision. 


This is one of the reasons for our average of 98% 
deliverability of occupant mail. 


If you wish to buy lists that have been “de-Nixied” or avail 
yourself of our complete mailing service, you can choose a 
section of a city, or a state,or a group of states, or the 
nation ... and be SURE your message will Reach the Homes 
You Want to Reach. Our experience in placing advertising 
in the home since 1892 is yours for the asking. May we 
help plan your next occupant mailing campaign. 


UNCLAIMED 

NO SUCH NUMBER 

NO BOX 

HOUSE NUMBER CHANGED 
OUTSIDE CITY DELIVERY 


HOUSE TORN DOWN 


OccuPANT MAILING LIsTs 





Affiliated with W. A. Storing Co. 


S. L. (Les) Cullman, Pres. 
W. A. (Will) Storing, Treas. 


OCCUPANT MAILERS 
COMPILERS — BROKERS 


OF AMERICA, INC. 


Sc 





CA. 4-8893 
239 North 4th Street 


COLUMBUS 15, OHIO 





